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1 INTRODUCTION 
1.1 Automobile and Auto Component Industry 
Automotive Industry is the largest among the manufacturing sector industries in 
most of the countries contributing very appreciably to GDP of the respective 
countries. Its growth numbers are economic indicators of any country. 
In the evolution of industries, Automotive Industry was the very first industry 
which introduced standardized mass manufacture. It has contributed immensely in 
the development of various techniques and today's imperatives like Just-In-Time 
Supply (JIT), Supply Chain Management (SCM), Value Chain, Value Stream 
Mapping, Quality Management Systems, 5S, Kaizen, Six Sigma, TPM, 
Manufacturing Methods, Product Development Methods and Lean Management. 
Auto Component Industry is the feeder network and back-bone of the 
Automotive Industry. The survival is mutual. Auto Component Industry can 
manage upheavals and uncertainties in the market place provided it supplies to 
domestic industry as well as to export market. 
India has achieved GDP growth of CAGR 8.6%, export growth of CAGR 25% 
and Auto Component export growth of CAGR 30.3 % over the period 2004 to 
2008. 
Exports of auto components have risen from USD 330 million in 1997-98 to USD 
3615 million in 2007-08. The sector played an important role in shaping India as 
a globally competitive manufacturing destination and is one of the country's 
flagship industries next to IT. 
ACMA-McKinsey Report (2005) finds that India-based automotive components 
manufacturing has the potential to grow 500 per cent from its current level to 
revenues of USD 33-40 billion by 2015, including USD 20-25 billion in exports 
and USD 13-15 billion in domestic consumption and indirect exports. In the 
global automotive industry, sourcing of automotive components from Low Cost 
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Countries or Leading Competitive Countries (LCCs) such as Brazil, China, India 
and Thailand is likely to accelerate because of the increasing cost pressures on 
OEMs in developed countries, such as those in North America and Western 
Europe. 
The world is experiencing recession from later part of year 2008 and this may be 
a long drawn one. 
The Auto-Component Industry is deeply concerned about its immediate future 
growth prospects as it faces the onslaught of deep slowdown. 
In the domestic market, the crippling liquidity crunch has slowed down vehicle 
demand, especially in the commercial vehicle industry. 
On the export front, global outsourcing to large traditional markets like US has 
seen a reduction of up to 30-40% in many cases. The SMEs are the worst affected 
as they cannot withstand such severe shocks. The overall exports growth of the 
auto-component industry has slumped to a meager 5.5% during the year 2008-09 
as compared to a 31.6% CAGR over the last 5 years. 
1.2 Need for the Study 
1. The global auto component industry is estimated to be USD 1.2 trillion in 
value and is likely to increase to USD 1.7 trillion by 2015. Sourcing fi-om 
low cost countries is likely to increase from USD 65 billion in 2002 to 
USD 375 billion by 2015. Although India's exports are still small (USD 
3.6 Billion in 2007-08), it has opportunity to leverage this trend by 
expanding its supply base to build dominant position amongst auto 
component low cost countries by 2015. A position in the top two would 
enable India to achieve export of USD 20-25 billion by 2015. 
2. India is not the only low-cost country supplying to the global auto parts 
industry. After adjusting for labor productivity, the labor costs of Mexico, 
Brazil, Poland, Czechoslovakia, China, Thailand and Vietnam are 
comparable to India. Thus there is tough competition for Indian Auto 
Component Industry from many countries. 
3. It has become imperative for the Indian Auto Component Industry to go 
for carefully laid-out Overseas Marketing Strategies in order to improve 
their share of the world market substantially and also to remain 
competitive, these two being among the prime factors of automotive 
business. 
1.3 Chapter Scheme 
The Thesis consists of Six Chapters. 
The First Chapter - 'Introduction' covers Current Status and Outlook of Indian 
Auto Component Industry, SWOT Analysis and Need for the Study. 
The Second Chapter - 'Profile of Global Automotive Industry and Indian Auto 
Component Industry' deals with History and Current Status of Global Automotive 
Industry, Current Status of Global Auto Component Industry, History and Current 
Status of Indian Automobile Industry and History, Growth and Current Status of 
Indian Auto Component Industry. Also, the Chapter describes about Indian 
Government Initiatives towards Automotive and Auto Component Industry. 
The Third Chapter - 'Literature Review' presents the very extensive scarming 
done on earlier research. Five broad areas have been identified to present the body 
of knowledge pertaining to the research topic namely Marketing Strategies, 
Overseas Marketing Strategies, Marketing Strategies of Auto Component 
Industry, Overseas Marketing Strategies of Auto Component Industry and 
Overseas Marketing Strategies of Indian Auto Component Industry. Research Gap 
is also enumerated. 
The Fourth Chapter - 'Research Methodology' describes about Research 
Problem, Scope of Study, Research Objectives, Research Design, Hypothesis 
Formulation, Questionnaire Design and Limitations of the Study. 
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The Fifth Chapter - 'Data Analysis and Discussion' explains Statistical analyses 
conducted through Factor Analysis and ANOVA. This is followed by Discussion 
on the results with reference to the Hypotheses set. 
The Sixth and Last Chapter - 'Summary and Conclusions' presents Summary of 
the Study, Conclusions and Recommendations. Significant Contributions have 
been indicated. Also Directions for the Future Research have been discussed. 
2. PROFILE OF GLOBAL AUTOMOTIVE INDUSTRY AND INDIAN 
AUTO COMPONENT INDUSTRY 
2.1 Global Automobile Industry 
United States, Japan, China, Germany and South Korea are the top five 
automobile manufacturing nations throughout the world. The United States of 
America is the world's largest producer and consumer of motor vehicles and 
represents nearly 10% of the USD 10 trillion US economy. 
The worldwide automobile industry is largely dominated by five leading 
automobile manufacturing corporations namely Toyota, General Motors, Ford 
Motor Company, Volkswagen AG, and Daimler Chrysler. These corporations 
have their presence in almost every country and they continue to invest into 
production facilities in emerging markets namely Latin America, Middle East, 
Eastern Europe, China, Malaysia, India and other markets in Southeast Asia with 
the main aim of reducing their production costs. 
The severe liquidity crunch in the U.S market during second half of 2008-09 has 
forced many of the car buyers to cut upgrades to bigger cars and many are pushed 
back from buying new cars. 
As one aspect of the crisis, the mix of global car sales has changed: The small car 
segment continued to grow worldwide even in 2008 (6%), while luxury cars (-
19%) and SUVs (-11%) lost ground dramatically. This downshift is having a 
significant impact on market shares of the OEMs: while almost all companies 
with a strong focus on the luxury and SUV segments lost market share, other 
OEMs ,more specialized in small cars, even managed to grow sales - Skoda or 
Suzuki, for example, by around 10%. 
Even commercial vehicle sales are currently collapsing worldwide. Once 
attractive "niche" segments, like trucks or construction vehicles are also under 
unprecedented pressure. 
2.2 Indian Auto Component Industry 
The Indian Auto Component Industry began in a very small way in the 1940s. It 
had three phases of evolution. 
1. Period prior to the entry of Maruti Udyog (1940s to 1984). 
2. Period after the entry of Maruti Udyog till economic liberalization (1984 to 
1991). 
3. Period post Liberalization (1991 onwards). 
The period prior to the entry of Maruti Udyog was characterized by low 
technology and assured business for most of the auto-component manufacturers 
who used to supply to a handftil of players in the Indian automobile market like 
Hindustan Motors, Premier Automobiles, Telco, Bajaj and Mahindra and 
Mahindra. 
With the entry of Maruti in the 1980s, the auto ancillary industry in the country 
showed a spurt in growth. This period witnessed the emergence of a new 
generation of auto ancillary manufacturers who were required to meet the 
stringent quality standards of Maruti's collaborator Suzuki of Japan. The good 
performance of Maruti resulted in an upswing for the domestic auto ancillary 
industry. It was also during this period that auto components from India began to 
be exported. 
With the liberaHzation of the Indian economy in 1991 and coming of many 
foreign automobile manufacturers like Hyundai and Daewoo, the auto ancillary 
industry witnessed huge capacity expansions and modernization initiatives in this 
period. This also led to a tough competitive scenario, which saw a lot of 
consolidation, technological collaborations and equity partnerships within the 
industry and with leading global players abroad. 
From 1991, Indian Auto Component Industry has come a long way. Global 
customers have exacting requirements of QCD (Quality, Cost and Delivery) 
which every exporting Auto Component Manufacturer has to meet. 
The Indian Auto Component industry is one of India's sunrise industries with 
tremendous growth prospects. From a low-key supplier providing components to 
the domestic market alone, the industry has emerged as one of the key auto 
components centres in Asia and is today seen as a significant player in the global 
automotive supply chain. India is now a supplier of a range of high-value and 
critical automobile components to leading global auto makers such as General 
Motors, Toyota, Ford, and Volkswagen amongst others. 
ACMA (Automotive Component Manufacturers Association of India) is an apex 
body of the Indian Auto Component Industry 
It has 558 companies forming majority of the auto component output in the 
organized sector. Most of the Members of Indian Auto Component Industry have 
implemented majority of the Quality Management Systems namely ISO 9000 
(551), ISO 14001 (180), TS 16949 (382) and OHSAS 18001 (59). 
11 companies have received Deming Award and 4 companies have received TPM 
Excellence award. 
Many of the member companies are embracing modem shop-floor practices 
namely 5-S, 7-W, Kaizen, TQM, TPM, 6-Sigma and Lean Manufacturing. 
Continent-wide exports by Indian Auto Component Industry are: 
1) Europe 38.7%, 2) North America 26.9%, 3) Asia 12.4%, 4) Africa 10.8%, 5) 
Middle East 7.1%, 6) South America 2.8%, 7) Oceania 1.2% and 8) Others 0.1%. 
Composition of Auto Component exports from India has undergone total 
transformation over the years. In 1990s, Aftermarket Export was 65% and 
OEM/TIER 1 Export was 35% whereas, in the year 2007, Aftermarket Export and 
OEM/TIER 1 Export became 25%. and 15% respectively. This clearly indicates 
that though customers world -wide procured non-critical Aftermarket parts mainly 
initially, going by the consistent quality improvements implemented by Indian 
Auto Component Industry, they graduated to procuring critical OEM/TIER 1 
parts. 
Most of the global automobile majors like General Motors, Ford, Fiat, Mercedes -
Benz, Renault, BMW, Volkswagen, and even the Japanese companies like Toyota 
and Nissan procure Auto Components from India for their global manufacturing. 
Tier 1 companies like Bosch, Valeo, Magna, Delphi, Arvin Meritor, Getrag, 
Visteon and even Japanese company Denso procure Auto Components fi^om India 
for their global operations. 
3 LITERATURE REVIEW 
3.1 Literature Review Study 
Five broad areas as shown below have been identified to present the body of 
knowledge pertaining to the research topic. 
1. Marketing Strategies 
2. Overseas Marketing Strategies 
3. Marketing strategies of Auto Component Industry 
4. Overseas Marketing Strategies of Auto Component Industry 
5. Overseas Marketing Strategies of Indian Auto Component Industry 
Some of the concepts like Market Orientation and Contingency Paradigm have 
evolved over a long period and they have contributed amply to the formulation of 
overseas marketing strategies. Literature published from very early times to the 
latest have been consulted. 
Literature review of Marketing Strategies has encompassed various concepts, 
principles and forms of marketing strategies namely marketing-mix, customer 
value management, product support, technologies, quality, core competency, 
pricing, acquisitions, contingency approach, resource-based view, customer 
orientation, competitor orientation, market orientation, strategic fit and 
innovation. 
The extant literature on Overseas Marketing Strategies have been reviewed in 
terms of many strategic approaches. They have shown reasons for export behavior 
of various sizes of firms like Small, Medium and Large. The following are the 
main points of review. 
1. Global Market is a single market. Competitive pressure in Domestic Market 
helps compete successfully in Global Market. 
2. Management commitment in terms of time and money help export. 
3. Size of the firm affects export performance. Small size firms can quickly 
internationalize. Export agencies help small firms. 
4. Export experience and sales volumes are related. Many firms use export 
experience and export information to their advantage. Persormel element is 
related to export success. 
5. Automation motivates export adaption. Productivity of a firm is related to 
acceleration of exports. 
6. Some firms follow cost - plus strategy for pricing. 
8 
7. Many firms follow customer - centric supply chain model. 
Also many studies on strategic innovation, technology companies, export 
performance scale, resource based view (RBV), determinants of export 
performance, framework of export marketing strategy and performance 
relationship, low price strategies, differentiation strategies, channel development, 
export barriers, propensity to export, market concentration and expansion, lean 
competitors, value chain, strategic international alliance and quality have been 
reviewed. 
We find that very little work has been done by previous researchers on Overseas 
Marketing Strategies of Indian Auto Component Industry. 
3.2 Research Gap 
1. There is extant literature on Marketing Strategies. We find continuity of 
various concepts over a period. Many models have been studied by different 
authors. 
2. Many authors have studied very extensively on Overseas Marketing 
Strategies. 
a) There is literature available on export behavior of Small, Medium and 
Large firms, export agencies, study on effect of size of firms, customer-
centric supply chain and innovation. 
b) Some author has studied on a framework of export marketing strategies and 
performance. Yet another author has worked on determinants of export 
performance. 
c) Many studies are available on overseas pricing, technology, market entry 
and market spreading. 
3. Few authors have worked on Marketing Strategies of Auto Component 
Industry. 
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4. Very few authors have worked on Overseas Marketing Strategies of Auto 
Component Industry. 
5. Very little study has been done on Overseas Marketing Strategies of Indian 
Auto Component Industry. 
a) One author has proposed that Indian Auto Component Industry should 
invest in R&D and use drivers of innovation and technology development. 
He indicated that India should use co-existence of Auto and IT to its 
advantage. 
b) Another author discusses about small Auto Component companies going 
global. 
c) Yet another author has worked on operational inefficiencies of Indian Auto 
Component industry. 
As very little study has been made on Overseas Marketing Strategies of Indian 
Auto Component Industry, there is research gap entailing detailed study on the 
topic. 
4 RESEARCH METHODOLOGY 
4.1 Problem Statement 
The problem statement provides a perspective of the research. 
The research problem is to identify Overseas Marketing Strategies of Indian Auto 
Component Industry and evaluate them on the basis of size of the firms and 
frequency of usage of the Strategies. 
4.2 Scope of Study 
1. The study covers the Overseas Marketing Strategies adopted by the Indian 
Auto Component Industry. 
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2. The study has been conducted during the period July 2004 to July 2008. 
During this period, Indian GDP was growing at CAGR of 8.6%, Indian 
Foreign Trade (Export) was growing at CAGR of 25%, and Indian Auto 
Component Industry export was growing at CAGR of 30.3%. Indian Auto 
Component Industry's export growth during the year 2008-09 is only 
5.5% due to the slowdown in economy. 
3. The study has been made on ACMA - listed companies which are 377 
membership companies in the Auto Component export trade. They have 
been classified as Small, Medium and Large depending on their annual 
export turn-over. Any Auto Component export company which is not 
listed with ACMA is out of the scope of study. 
4. Out of 151 companies from whom valid survey responses have been 
received, 137 of them (91%) have export experience of more than 5 years. 
Balance 14 companies have export experience of 2 to 4 years. 
4.3 Research Objectives 
The current study has been undertaken to examine the Research Problem with the 
following objectives. 
1. To imderstand the nature of global auto component and automobile industry. 
2. To find out the various requirements of the Overseas Automotive Industry. 
3. To study the Overseas Marketing Strategies of Indian Auto Component 
Industry. 
4. To find out and examine the competitive environment factors, facilitators of 
export and manufacturing practices of Indian Auto Component Industry which 
help formulate overseas marketing strategies. 
5. To examine the variation in usage of Overseas Marketing Strategies of Indian 
Auto Component Industry in terms of size of the companies. Also to examine 
significant-level usage of Overseas Marketing Strategies. 
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6. To make recommendations to the Indian Auto Component Industry on 
improving their Overseas Marketing Strategies. 
4.4 Research Design 
We have selected 'Conclusive - descriptive - single cross-sectional - research 
design'. 
4.5 Questionnaire Design and Pilot Study 
While during the literature survey, it was found that in a study of American 
Organizations, Allen and Helms (2001) had developed and tested an appropriate 
scale based on research work of Porter, and Parker and Helms. In this study, 25 
questions regarding various strategic practices were used to operationalize 
Porter's Generic Strategies for an American sample. 
Allen, et al (2006) followed similar Survey Instrument in their study on 'A 
Comparison of Competitive Strategies in Japan and the United States'. 
Our survey instrument is based upon on these two studies. Literature Survey and 
interactions at various times with industry leaders, scholars and academicians. 
In the study, a structured non-disguised questionnaire has been used. The list of 
questions is in a prearranged order and the object of enquiry was revealed to the 
respondents. 
After formulating the Questionnaire, it was pretested by personal interview with 
20 respondents, drawn from industry as well as academics, in order to observe 
respondent's reactions and attitudes. Their suggestions and changes were 
considered for making the final draft of Questionnaire and another pre-testing was 
carried out with the same respondents; this time the Questionnaire was mailed/ 
couriered to the respondents. 
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The responses obtained from second pre-testing were coded and analyzed. The 
analysis proved the adequacy of the problem definition and also of the data and 
analysis required to obtain the necessary information. 
Section A of the Questionnaire has 46 questions of specific Strategies. There is 
also one more question (question number 47) where the respondent is asked to 
inform about any other strategies being followed by his company other than 
specifically mentioned. The Survey Instrument of Section A has been designed as 
a Semantic Differential Scale. It is a 7 point rating scale with endpoints associated 
with bipolar labels that have semantic meaning. The respondents were asked to 
rate the strategies bounded at each end by one of two bipolar adjectives, "Never" 
and "Always". 
Section B of the Questionnaire consists of statements formulated in the form of 
Likert Scale. 
Likert Scale is a widely used Rating Scale that requires the respondents to 
indicate a degree of agreement or disagreement with each of a series of statements 
about the stimulus objects. 
For Section B statements, the respondent is asked to respond in terms of five 
degrees of agreement or disagreement from "Strongly Disagree" to "Strongly 
Agree" with a "Neutral" degree in between. 
While doing the analysis, response indicating the least favorable degree is given 
the least score (1) and the most favourable is given the highest score (5) 
Section C of the Questiormaire is divided into three sub-sections. 
Sub-section 1: This consists of nine questions designated as CI to C9 in the form 
of a Likert Scale. Here the respondent is asked to respond in terms of five degrees 
of agreement or disagreement from "Not Important" to "Absolutely Critical" with 
an "Important" degree in between. 
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Sub-section 2: This consists of seven questions designated as ClOi to CIO7. Here 
again the scale is of Likert with five degrees of agreement or disagreement from 
"Not Important" to "Absolutely Critical" with an "Important" degree in between. 
There is also ClOg wherein the respondent can mention any other practice of his 
company and rate it. 
Sub-section 3: This consists of one question designated as Cll wherein the 
respondent is given his own choice of formulating the question and rate it. 
Section D consists of six questions about the profile of the company; the 
respondent is requested to give information about their organization, annual turn-
over, number of years company has been engaged in export activity, number of 
employees and major countries to which the company exports. 
4.6 Sources of Data 
Primary data was collected from Indian Auto Component Manufacturers. 
Questionnaire was sent to senior executives of all the 377 exporting companies 
listed with ACMA by courier and post. Telephone and email was used for follow-
up. Many of the companies were visited personally and senior functionaries were 
met to get the survey response. This was necessitated as the initial response was 
poor; senior ftinctionaries of the companies were under the opinion that research 
topic like this seeking responses for strategies used is very sensitive from the 
company perspective. 
After repeated follow-up by telephone, e-mail and personal visits only, the 
response could be got which took many months. 
4.7 Hypotheses 
The main hypotheses are enumerated below. 
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SI. 
No 
H, 
H2-
H5 
Hio 
Hi4 
Null hypothesis (Ho) 
There is no difference between 
Overseas Marketing Strategies of 
Small, Medium and Large Indian 
Auto Component Companies. 
There is no difference between 
Product, Price, Promotion and Place 
Overseas Marketing Strategies of 
Small, Medium and Large Indian 
Auto Component Companies. 
There is no difference between 
Technical Advantage, International 
Customer Orientation, Low Price, 
High-end Marketing and Quality 
Overseas Marketing Strategies of 
Small, Medium and Large Indian 
Auto Component Companies. 
Alternate hypothesis (H1-H14) 
There is difference between 
Overseas Marketing Strategies of 
Small, Medium and Large Indian 
Auto Component Companies. 
There is difference between Product, 
Price, Promotion and Place Overseas 
Marketing Strategies of Small, 
Medium and Large Indian Auto 
Component Companies. 
There is difference between 
Technical Advantage, International 
Customer Orientation, Low Price, 
High-end Marketing and Quality 
Overseas Marketing Strategies of 
Small, Medium and Large Indian 
Auto Component Companies. 
Small size companies will be 
significantly less likely to use 
Overseas Marketing Strategies than 
Medium and Large size companies. 
4.8 Limitations of the Study 
The entire study was conducted when both Automotive and Auto Component 
markets were at the peak of their performance, much before the global 
recession started during second half of the year 2008-09. The period of study 
is July 2004 to July 2008. Effect of Global slowdown which has started from 
October 2008 has not been reflected in our findings. 
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2. The study has been made on ACM A - hsted 377 exporting companies of 
Indian Auto Component Industry. The survey response has been received 
from 151 companies out of 377 companies which represents 40% of the 
ACMA membership. The study is not applicable to exporting companies not 
registered with ACMA. 
3. Auto Component firms have been classified by size into Small, Medium and 
Large based on annual export turn-over. If size is on any other basis, findings 
may be different. 
4. Indian Auto Component Industry has totally 558 players in the organized 
sector (export as well as domestic supply companies); it has more than 5,000 
companies in the un-organized sector. Though exact number of exporting 
companies in the un-organized sector is not known, it will be a sizable 
number. The current study has been carried out for the organized sector only. 
It will not be applicable to un-organized sector. 
5. Findings are in Indian settings. They may not be same for Auto Component 
Industry of other countries. 
5 DATA ANALYSIS 
157 filled-up questionnaires were received out of which 4 were incomplete and 2 
were having multiple answers. Rejecting these 6 responses, 151 responses were 
accepted for analysis. 
In the research, Factor Analysis and ANOVA have been very extensively for 
statistically analyzing the survey data and deriving the conclusions of the 
research. 
Factor Analysis is by far the most often used multivariate technique of research 
studies. It is a technique applicable when there is systematic interdependence 
among a set of observed or manifest variables and the researcher is interested in 
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finding out something more fundamental or latent which creates this 
commonality. 
In Factor Analysis, relationships among the interrelated variables are examined 
and represented in terms of few underlying factors. 
Thus Factor Analysis is primarily used for data reduction and summarization. 
Analysis of variance (ANOVA) is used as a test of means for two or more 
populations. 
One-way ANOVA requires one dependent-categorical variable and one or more 
independent variables. Dependent variable must be metric and independent 
variable must be non-metric. 
6 SUMMARY AND CONCLUSIONS 
6.1 Conclusions 
1. Small, Medium and Large companies follow the Product Differentiation, 
Focus Product Differentiation, Focus Cost Leadership and Cost Leader ship 
Strategies differently. 
2. Small, Medium and Large companies follow the Product, Price, Promotion 
and Place Strategies differently. 
3. Small, Medium and Large companies follow the Constructs Technical 
Advantage, International Customer Orientation, Low Price, High-end 
Manufacturing and Quality differently. 
4. Small, Medium and Large companies follow the Environment Parameters, 
Facilitators of Export and Manufacturing and Shop-Floor Practices 
differently. 
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5. Significant Level usages of Small, Medium and Large companies are not 
same. 
6. Small firms do not use Product Differentiation and Focus Product 
Differentiation at all. They use Focus Cost Leadership significantly. Medium 
size companies follow Product Differentiation and Focus Cost Leadership 
significantly. Large size firms use Product Differenfiafion, Focus Cost 
Leadership and Cost Leadership in a significant manner. 
7. Promotional and Distribution strategies are not followed significantly by all 
the three class of firms. Small companies do not use 4P strategies at all. 
Medium size companies follow Product and Price strategies in significant 
manner. Large size companies follow Product and Price strategies in very 
significant manner. 
8. Small firms do not use Technical Advantage, International Customer 
Orientation, High-end Marketing and Low Price strategies at all. 
Both Medium and Large companies follow Technical Advantage strategies in 
a very significant manner. 
Both Mediimi and Large companies follow International Customer 
Orientation strategy in a significant manner. 
Both Medium and Large companies follow Low Price strategy in a very 
significant manner. 
All the three class of companies do not follow High-end Marketing strategy 
significantly. 
All the three class of companies follow Quality strategy in a significant 
maimer. 
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9. It is found that the 'Four -factor Overseas Marketing Strategies', a result of our 
research, are similar to 'Generic strategies' of Porter. This clearly indicates 
that Indian Auto Component Industry follows well-proven global strategies 
for marketing their products. 
10. It has been found that the research results cannot be directly related to previous 
research studies as no studies have been carried out earlier on the Overseas 
Marketing Strategies of Indian Auto Component Industry. 
However the following studies done on Marketing Strategies and Overseas 
Marketing Strategies (for any industry) can be related. 
i) Many authors have found 4Ps encompassing marketing strategies fiilly. 
(e.g.jCavusgil and Zou, 1994): 
Our study has found this to be different for Indian Auto Component Industry. 
Small companies do not follow 4P strategies at all. Promotional and 
Distribution strategies are not followed in a significant manner by all the three 
class of firms. 
ii) Aaby and Slater (1989) propose differences in the size of firms as a 
significant variable affecting directly or indirectly export behavior and 
performance - This has been proved in our research also but with reference to 
export behavior only as we have not tested export performance factor in our 
study. 
iii) Moen (1999) finds that small exporting firms have a stronger competitive 
advantage in terms of products and technology than larger exporting firms -
This has not come out strongly in our research with reference to Indian Auto 
Component Industry. 
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6.2 Recommendations 
Small, Medium and Large companies do not follow all the Overseas Marketing 
Strategies in the same manner 
In order to follow some of the strategies, Medium and Small firms may have 
resource constraints. The following are the recommendations for different classes 
of companies to use certain Overseas Marketing Strategies which will help 
enhance their business prospects. We also have a recommendation for Industry 
Associations. 
1. Pricing Strategy is very important to get export business. Small size 
companies do not follow this strategy at all. Resource may be a constraint. 
Small firms must try to solve this problem and have good Pricing Strategy in 
place. 
2. Product Differentiation Strategy, if properly implemented, will give extremely 
good results. It is found that small firms do not use Product Differentiation 
Strategy at all. It only requires attention in detail, top management's 
involvement and select investments which small firms should try to 
implement. 
3. Focus Product Differentiation Strategy is a niche strategy which is not 
followed by small, medium as well as large firms. Our study found that 
customers do support suppliers with resources for products coming under this 
as their close cooperation is warranted for this type of products. All the three 
class of firms should apply this strategy which will benefit them in the long 
run with better products and superior customers. 
4. The firms can get good prices for technically superior products. For this, 
'Technical Advantage Strategy' should be followed. Small companies do not 
follow this strategy at all. Here again the small firms should work with the 
customers. 
20 
5. The firms should approach customers to get knowledge about their 
expectations of Product, Quality, Cost and Delivery before offering them the 
price. 
6. Following 'High-end Marketing' Strategies, will provide an edge over other 
companies. Medium and Large companies also do not follow these strategies 
in addition to small companies. If they follow, they can get better prices from 
the customers. 
7. Less Productivity, Low investment in R & D, poor knowledge of Product 
Liability and unwillingness on System Integration have been found by the 
study as major impediments for Small and Medium companies. They should 
work on improving these Overseas Strategic Elements for their growth. 
8. Institutions like ACMA, SIAM and CII should educate the firms on Overseas 
Marketing Strategies and Facilitators of Export. They should also conduct 
periodic refresher programmes on this subject. 
6.3 Significant Contributions 
The Research presents the following findings: 
1. Indian Auto Component Industry follows Overseas Marketing Strategies in 
terms of (i) 4 Factors namely Product Differentiation, Focus Product 
Differentiation, Focus Cost Leadership and Cost Leadership (ii) 4Ps namely 
Product, Price, Promotion and Place, and also (iii) Constructs - Technical 
Advantage, International Customer Orientation, Low Price, High-end 
Marketing and Quality. Due to application of these strategies, the industry has 
been able to achieve good growth over the past many years. 
2. The Automobile customers require Quality, Cost and Delivery, popularly 
known as QCD parameters to be met by the Auto Component Industry all the 
time. It is found that Indian Auto Component Industry takes care of QCD 
requirements through Overseas Marketing strategies. 
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3. Usage of Overseas Marketing Strategies vary in intensity and depth depending 
on size and customers. 
4. Results can be used in the changed economic scenario with amendments. 
6.4 Directions for Further Research 
1. Overseas Marketing Strategies of Auto Component Industry in few more 
countries can be studied. Particularly, that of one of the BRIC countries and 
one of an European country can be studied and compared with the current 
study results. 
2. The current study has been carried out with all companies located throughout 
India. The same study can be repeated region-wise for knowing the variations. 
3. The effect of economy slowing down on Overseas Marketing Strategies can be 
studied. 
4. Our research is on Indian Auto Component Industry which is an OEM 
(Original Equipment Manufacturer) business. The results of the current 
research can be applied to other OEM businesses but with modifications. A 
separate study can be carried out on these businesses. 
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PREFACE 
Automotive Industry is the largest among the manufacturing sector industries in 
most of the countries contributing very appreciably to GDP of the respective 
countries. Its growth numbers are economic indicators of any country. 
In the evolution of industries, Automotive Industry was the very first industry 
which introduced standardized mass manufacture. It has contributed immensely in 
the development of various techniques and today's imperatives like Just-In-Time 
Supply (JIT), Supply Chain Management (SCM), Value Chain, Value Stream 
Mapping, Quality Management Systems, 5S, Kaizen, Six Sigma, TPM, 
Manufacturing Methods, Product Development Methods and Lean Management. 
Auto Component Industry is the feeder network and back-bone of the 
Automotive Industry. The survival is mutual. Auto Component Industry can 
manage upheavals and uncertainties in the market place provided it supplies to 
domestic industry as well as to export market. 
In order to achieve the export business goals and also to ensure year-on-year 
growth, the Auto Component Industry, over the last many years, has evolved 
Overseas Marketing Strategies which have been adopted by Auto Component 
Manufacturers throughout the world. 
The current research is to study Overseas Marketing Strategies of Indian Auto 
Component Industry. 
Very detailed discussions on the subject have been carried out with Industry 
Executives and Academicians. Also, Secondary Data has been collected through 
company reports, websites and magazines. 
Research work done earlier has been scanned very meticulously. This Review of 
Literature helped identifying Research Gap and setting the Research Objectives. 
In order to collect Primary Data, Survey Questionnaire was prepared and it has 
been validated. It was issued to 377 exporting firms of India listed with ACMA. 
VIII 
After persistent follow-up, good response was received. The responses have been 
subjected to statistical analysis and conclusions have been drawn. 
The Thesis consists of Six Chapters. 
The First Chapter - 'Introduction' covers Current Status and Outlook of Indian 
Auto Component Industry, SWOT Analysis and Need for the Study. 
The Second Chapter - 'Profile of Global Automotive Industry and Indian Auto 
Component Industry' deals with History and Current Status of Global Automotive 
Industry, Current Status of Global Auto Component Industry, History and Current 
Status of Indian Automobile Industry and History, Growth and Current Status of 
Indian Auto Component Industry. Also, the Chapter describes about Indian 
Government Initiatives towards Automotive and Auto Component Industry. 
The Third Chapter - 'Literature Review' presents the very extensive scanning 
done on earlier research. Five broad areas have been identified to present the body 
of knowledge pertaining to the research topic namely Marketing Strategies, 
Overseas Marketing Strategies, Marketing Strategies of Auto Component 
Industry, Overseas Marketing Strategies of Auto Component Industry and 
Overseas Marketing Strategies of Indian Auto Component Industry. Research Gap 
is also enumerated. 
The Fourth Chapter - 'Research Methodology' describes about Research 
Problem, Scope of Study, Research Objectives, Research Design, Hypothesis 
Formulation, Questionnaire Design and Limitations of the Study. 
The Fifth Chapter - 'Data Analysis and Discussion' explains Statistical analyses 
conducted through Factor Analysis and ANOVA. This is followed by Discussion 
on the results with reference to the Hypotheses set. 
The Sixth and Last Chapter - 'Summary and Conclusions' presents Summary of 
the Study, Conclusions and Recommendations. Significant Contributions have 
been indicated. Also Directions for the Future Research have been discussed. 
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CHAPTER 1 
INTRODUCTION 
For a long time after the 1991 reforms, Indian GDP growth averaged only 6% or 
so, not much higher than in the 1980s. The cumulative effects of reform finally 
reached critical mass, and hence exploded into much faster growth in the last few 
years. Because of this, Goldman Sachs claimed that India could sustain 8% 
growth for over a decade (Ankalesaria Aiyar, 2007). 
India's economy has been performing very well in recent years, growing 9.2% in 
2007 and 9.6% in 2006. Growth had been supported by market reforms, huge 
inflows of FDI, rising foreign exchange reserves, both IT and real estate boom, 
and a flourishing capital market. Automotive sector has been one of the major 
contributor of GDP growth. 
India's year-wise GDP Growth is shown in Figure 1.1 
Figure 1.1 Indian GDP Growth 
GDP Growth {%) 
GDP Growth 
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Source: ACMA (2008) 
Where does India stand in the global economy, the rather impressive growth it has 
achieved in recent years notwithstanding? Has it reached the level of integration 
that it needs with the global economy so as to further its own growth? 
As of now, its impact on the world economy is very limited and, to some extent, 
vice versa. 
In the case of India, it accounts for an insignificant component of global GDP in 
comparison with the size of its population. Again in the matter of exports, while 
the rapid increase in the share of China is impressive, its share is still below 10 
percent (Mathew, 2006). 
Figure 1.2 shows India's growth of foreign trade. India's export has been growing 
steadily over the years. India's import has also been growing. India is a net 
importer of Foreign Trade. 
Figure 1.2: Growth of Indian Foreign Trade (USD Billion) 
Source: ACMA (2008) 
"No developing country in the world has progressed without exports. We can cite 
the examples of Mexico, Brazil, Taiwan and Thailand to prove this point. The 
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only solution for India lies in the exports. From the existing level of 14-15 percent 
of GDP, Indian exports have to go up. China's exports are at 30 percent of GDP, 
even as Mexico, Taiwan and Thailand have similar export figures. All these 
countries have enhanced the contribution of exports to their GDP" 
(Narayanamurthy, 2006). 
Where does India go from here? What is the role of Indian Auto Component 
Industry when export is the focus area for the country? What are the Overseas 
Marketing Strategies of Indian Auto Component Industry which will facilitate its 
role? We find answer to this through this study. 
1.1 CURRENT STATUS AND OUTLOOK OF INDIAN AUTO 
COMPONENT INDUSTRY 
Exports of auto components have risen from USD 330 million in 1997-98 to USD 
3615 million in 2007-08. Refer Table 1.1. The sector played an important role in 
shaping India as a globally competitive manufacturing destination and is one of 
the country's flagship industries next to IT. 
Table 1.1: Indian Auto Component Industry Status 
Exports 
03-04 04-05 05-06 06-07 07-08 08-09 
25% 20% 6% 
\''X2W^'^^K\,692i.'ii , 2,469*^  '""^^l^ilSl " 3(615*^^3,800^'^ 
37% 34% 47% lb% 24"/o 5.5% 
Investment 
(UvSD million) ACMA Auto Component Industry Statistics 
Source: ACMA (2009) 
ACMA-McKinsey Report (2005) finds that India-based automotive components 
manufacturing has the potential to grow 500 per cent from its current level to 
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revenues of USD 33-40 billion by 2015, including USD 20-25 billion in exports 
and USD 13-15 billion in domestic consumption and indirect exports. In the 
global automotive industry, sourcing of automotive components from Low Cost 
Countries or Leading Competitive Countries (LCCs) such as Brazil, China, India 
and Thailand is likely to accelerate because of the increasing cost pressures on 
OEMs in developed countries, such as those in North America and Western 
Europe. 
The world is experiencing recession from later part of year 2008 and this may be 
a long drawn one. 
The Auto-Component Industry is deeply concerned about its immediate future 
growth prospects as it faces the onslaught of deep slowdown. 
In the domestic market, the crippling liquidity crunch has slowed down vehicle 
demand, especially in the commercial vehicle industry. 
On the export front, global outsourcing to large traditional markets like US has 
seen a reduction of up to 30-40% in many cases. The SMEs are the worst affected 
as they cannot withstand such severe shocks. The overall exports growth of the 
auto-component industry has slumped to a meager 5.5% during the year 2008-09 
as compared to a 31.6% CAGR over the last 5 years. 
The US auto industry is slated to be the worst hit as automobile sales, consisting 
of cars, SUVs and light trucks, have fallen to 13.3 million units in 2008, down 
17.7 percent from 16.2 million in 2007 contributing to what is expected to be the 
worst year since 1980 for the global automotive industry 
On the other hand, Western European auto sales have also declined to 15.4 
million, down 8.2 percent from 16.9 million in 2007. An overall, worldwide auto 
sale in 2008 has decreased by 6.3 percent to 66.5 million, compared to 71 million 
in 2007. A further worldwide decline to 62.2 million, or a 6.5 percent decrease, is 
projected for 2009 (Refer Figure 1.3). 
Now it is known that the consumer automotive leasing business model has broken 
down, mostly in the United States. Most economists agree that a severe recession 
has broken out in the US, one that will linger for four to six quarters. 
However, the US is still far from the biggest decline it has seen in auto sales. In 
1974, the recession brought the steepest one-year US auto sales decline in history, 
at nearly 21 percent. However, sales experienced a major recovery two years 
later. 
Figure 1.3: U.S and Western European Automobile Unit Sales Forecast 
(Million of Units) 
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Source: iSuppli Corp. November 2008 and Auto Monitor (December 1-15, 2008). 
As far as the committed investments of global automakers are concerned, they 
would be implemented as the future growth potential of the Indian market is still 
good. These short term fluctuations are not likely to set back any of the long term 
investment plans. 
While ACMA, the representative body of Indian Auto Component Industry, says 
that it remains very positive about the long term prospects of the automobile and 
component industries, the short term poses hard challenges. 
In spite of the current challenges,, the future is still bright for the Indian 
automotive industry. However all the players need to use this time to streamline 
their operations and become more efficient and lean so that they can reap the 
rewards of growth in the coming years. 
Ohmae (1989) compared the culture of an organization like the soil, business like 
a tree growing in the soil and profits like the fruits of the tree. 
As per him, being a global player means viewing the whole global market as our 
proper soil, our place to plant trees and nourish them. No matter what happens to 
a particular tree, we should not even think about transplanting the rest-not if the 
soil is right and the weather is mostly fine. They will bear fruit in another season, 
if not this year. 
What Hamel and Valikangas (2003) discussed about resilience is very relevant to 
the situation. They said 'Call it the resilience gap. The world is becoming 
turbulent faster than organizations are becoming resilient. The evidence is all 
around us. Big companies are failing more frequently' 
They added that strategic resilience is not about responding to a one-time crisis. It 
is not about rebounding from a setback. It's about continuously anticipating and 
adjusting to deep, secular trends that can permanently impair the earning power of 
a core business. It is about having the capacity to change before the case for 
change becomes desperately obvious. 
Taking reference to Rothschild's findings on 'Global Automotive Supplier Study 
2008', Darius Lam (2008) says automotive suppliers are currently facing one of 
the most competitive environments ever, thanks to rising raw material prices and 
increasing competition from low cost countries and this is only set to get worse in 
the future. Surprisingly, however, the study finds that the profitability of suppliers 
has continued to improve in 2007, with mid-size and large suppliers based in 
Europe, Japan and India being particularly successftil. Globally, the Return on 
Capital Employed for automofive suppliers has grown from 7.9 percent in 2001 to 
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11.9 percent in 2007. In Asia, including India, the ROCE has jumped from 6.1 
percent in 2001 to 13.3 percent in 2007; however, this excludes countries like 
Japan, China and Korea. 
Indian suppliers as a whole have come in for praise from Rothschild for managing 
their growth well, keeping costs down and being flexible in dealing with the 
changing business environment. 
Rothschild has identified 15 main levers for the future success and profitability of 
automotive suppliers. These include a focus on growing segments and customers, 
focused product portfolio, diversified customer portfolio, high share of innovative 
products and a customer focused sales organization. Other areas where firms need 
to focus are having a global footprint, lean overheads, strong global purchasing, 
effective research activity, process excellence, optimized working capital 
management, efficient asset management, adequate leverage, optimal use of 
capital and finally attracting and retaining the best people. 
Buyers have also become less brand-loyal, more price sensitive and increasingly 
aware about preserving the environment. As a result, vehicle manufacturers are 
shifting their investment focus to emerging markets, struggling with overcapacity, 
moving towards low cost and low tech products, trying to reduce their purchasing 
costs and thinking 'green'. These changes are putting supplier profitability under 
increased pressure, as they are forced to meet the changing demands of the 
OEMs, while coping with higher material costs. 
Analysis of global supplier profitability shows that the best performing suppliers 
come from Western Europe, Japan and India. Also, they have armual revenues of 
between 2.5 and 10 billion Euros and manufacture components related to the 
power train, interiors and chassis of the vehicle. 
1.2 SWOT ANALYSIS 
Sadhu Ramakrishna (2007) has done SWOT Analysis for Indian Auto Component 
Industry. 
Table 1.2 
India as a sourcing destination - A SWOT Analysis 
Strengths 
Low cost of production 
Availability of skilled manpower 
Strong process engineering and 
product engineering capabilities 
Growing domestic automotive 
market 
Manufacturing capabilities with 
international quality standards 
Higher operational efficiency 
Weaknesses 
• Low investments in R&D 
• Limited knowledge of product 
liability and offshore warranty 
handling 
• Lack of experience in system 
integration 
• Poor infrastructure for supply 
chain and exports 
Opportunities 
• Continuous pressure on global 
OEMs and Tier Is to reduce cost 
and source components from low 
cost countries 
• Frequent introduction of newer 
models by auto makers. 
• Global market opportunity 
provided by the auto industry 
• Leverage on product engineering 
expertise to improve the auto 
components export worthiness 
• Acquisitions in foreign markets 
Threats 
• Development of new technologies 
like fuel cells or hydrogen 
powered vehicles which might 
have an effect on the components 
industry 
• More OEMs entering the Indian 
Market that might result in 
migration of talent from suppliers 
to OEMs 
• Competition from other low cost 
countries like China, Taiwan 
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While Strengths will become part of major marketing strategies directly, 
structured actions taken by the Indian Auto Component Industry to manage 
Weaknesses and Threats and also steps adopted to fully utilize the 
Opportunities will lead to formation of further marketing strategies. 
1.3 NEED FOR THE STUDY 
1) The concept of attaining competitiveness on the basis of cheap and abundant 
labour, favorable exchange rates, low interest rates and concessional duty 
structure is becoming inadequate and therefore not sustainable. Considering this, 
it is felt that a greater emphasis is required on the development of the factors 
which can ensure competitiveness on a long term basis (Ministry of Heavy 
Industries and Public Enterprises, 2006). 
2) The global auto component industry is estimated to be USD 1.2 trillion in value 
and is likely to increase to USD 1.7 trillion by 2015. Sourcing from low cost 
countries is likely to increase from USD 65 billion in 2002 to USD 375 billion by 
2015. Although India's exports are still small (USD 3.6 Billion in 2007-08), it has 
opportunity to leverage this trend by expanding its supply base to build dominant 
position amongst auto component low cost countries by 2015. A position in the 
top two would enable India to achieve export of USD 20-25 billion by 2015. This 
would increase India's share of world auto component trade from 0.9 percent in 
2005-06 to 2.0-2.5 percent by 2015, inclusive of domestic consumption (ACMA -
McKinsey Report, 2005). 
3) India is not the only low-cost country supplying to the global auto parts 
industry. After adjusting for labor productivity, the labor costs of Mexico (in N. 
America); Brazil (in S. America); Poland and Czechoslovakia (in Eastern Europe 
besides other countries); and China, Thailand and Vietnam (in Asia) are 
comparable to India. Reduced supply-chains (especially for countries near their 
target markets, like Mexico for the US) also count against sourcing components 
from China or India (Balaji and Gupta, 2007). Thus there is tough competition for 
Indian Auto Component Industry from many countries. 
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It has become imperative for the Indian Auto Component Industry to go for 
carefully laid-out overseas marketing strategies in order to improve their share of 
the world market substantially and also to remain competitive, these two being 
among the prime factors of automotive business. 
The Indian auto component sector has over 500 organized sector players and 
about 5000 unorganized sector players. The current study is on Overseas 
Marketing Strategies of the Indian organized sector players. 
10 
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CHAPTER 2 
PROFILE OF GLOBAL AUTOMOTIVE INDUSTRY AND 
INDIAN AUTO COMPONENT INDUSTRY 
The automobile and automotive parts & components manufacturers constitute a 
major chunk of automotive industry throughout the world. The automotive 
manufacturing sector consists of automobile and light truck manufacturers, motor 
vehicle body manufacturers, and motor vehicle parts and supplies manufacturers. 
This sector is engaged in manufacturing of automotives and light duty motor 
vehicles, motor vehicle bodies, chassis, cabs, trucks, automobile and utility-
trailers, buses, military vehicles, and motor vehicle gasoline engines. 
In this chapter, we have detailed our study of profile of both Automotive and 
Auto Component Industry in the global level as well as India level in terms of 
history and current status. Anything happening in this industry has larger 
implications on the economy of any country; hence Government has a larger role 
to play. Hence we have included our study on Government's initiatives also. 
2.1 HISTORY OF GLOBAL AUTOMOBILE INDUSTRY 
In order to appreciate the current approaches and demands by Automobile 
Industry, we take a look at history of global automobile industry. 
The first automobile company was founded in 1896 by Charles Edgar Duryea and 
his brother Frank and this initiative paved the way for the emergence of an 
automobile industry. 
The automobiles manufactured in the 1890s were called as 'horseless carriages'. 
This marked the beginning of craft production as all the manufacturing was done 
by craftsmen employed in metal and machine tool industries. Each car was tailor-
made to suit the needs of wealthy customers. But this craft-based production 
structure demanded skilled workers and resulted in very low production volume. 
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By early 20th Century, the craft-based system was replaced by mass production 
techniques, popularized by Henry Ford. In 1913-14, he upgraded the existing push 
and move assembly line to a conveyor belt line, which reduced assembly time 
considerably. His famous Model T was assembled in 93 minutes. The main 
advantage of mass-production technique over craft-production was the ability to 
manufacture several products simultaneously rather than one at a time. The other 
features like inter-changeability of standard parts, standardized product design, 
and centralized hierarchy of tasks helped to realize economies of scale. This 
increased labor productivity by leaps and bounds but also brought about a 
reduction of skilled labors. Each worker performed identical tasks using identical 
tools which were always kept within hand-reach. It was found that the Ford 
assembler's average task cycle declined from 514 minutes in 1908 to 1.19 
minutes with the introduction of moving assembly line in 1913 (Gopal, 2009). 
The enormous success of mass production resulted in the global sector being 
dominated by the American car manufacturers. In 1955, North America accounted 
for 75% of global motor vehicle production. The Big Three, Ford, GM and 
Chrysler accounted for 95% of all American car sales. 
In Europe, mass production was widely adopted in the 1950s through the 
initiatives of Volkswagen, Renault and Fiat. With focus on product strategy, the 
European automobile industry contributed more than the US to the global 
automobile production during 1960s and early 1970s. 
Japanese auto-makers emerged as a force to reckon with in the global scenario 
with the oil crisis in 1973, and subsequent price increases in 1979. The crisis had 
resulted in a shift in consumer demand for energy efficient cars, a segment 
hitherto dominated by the Japanese automakers. 
By 1980s, the Japanese auto-makers were benefited from the voluntary export 
restraints in the US and set up assembly plants known as transplants within North 
America. Towards the latter half of 1990s Japanese cars accounted for 40% of the 
total North American sales. In addition to cost savings by way of cheap labor, 
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they also initiated better manufacturing techniques such as the Toyota Production 
System, developed by Taiichi Ohno in the 1960s and 1970s and based on lean 
production techniques in the 1980s. 
The global output from the automobile industry touched 64.6 million vehicles in 
2005, thereby retaining its leadership in manufacturing activity, providing 
employment to one in seven people, either directly or indirectly. This supply 
mainly catered to meet the demand from households where the automobiles 
constituted the second largest expenditure item next only to housing. Thus the 
global automobile industry dominated by Europe, US, Japan, and of late by China 
and India, continued to have a significant influence on economic development, 
international trade, foreign direct investment and environment-friendly practices. 
Increasing global trade has enabled the growth in world commercial distribution 
systems, which has also expanded global competition amongst the automobile 
manufacturers. Japanese automakers in particular, have instituted innovative 
production methods by modifying the U.S. manufacturing model, as well as 
adapting and utilizing technology to enhance production and increase product 
competition. 
2.2 GLOBAL AUTOMOBILE INDUSTRY-CURRENT STATUS 
United States, Japan, China, Germany and South Korea are the top five 
automobile manufacturing nations throughout the world. The United States of 
America is the world's largest producer and consumer of motor vehicles and 
represents nearly 10% of the USD 10 trillion US economy. 
Major Industry Players: 
The worldwide automobile industry is largely dominated by five leading 
automobile manufacturing corporations namely Toyota, General Motors, Ford 
Motor Company, Volkswagen AG, and Daimler Chrysler. These corporations 
have their presence in almost every country and they continue to invest into 
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production facilities in emerging markets namely Latin America, Middle East, 
Eastern Europe, China, Malaysia, India and other markets in Southeast Asia with 
the main aim of reducing their production costs. 
Key Industry Drivers: 
The important features of global automotive industry are enumerated below. 
1. It offers support to other industries such as iron, steel, rubber, glass, plastic, 
petroleimi, textiles, oil and gas, paints and coatings and transportation 
industries. 
2. Rising foreign investments have led to the rapid growth in terms of 
automobile production and exports. Overseas companies are making huge 
investments and are installing extensive production capacities in developing 
countries. 
3. Continuous investment in research & development has resulted in increased 
productivity and better quality automobiles, automotive accessories and parts. 
4. Increase in standards of living and purchasing power parity have resulted in 
the increase in demand of automobiles especially four-wheelers in developing 
nations, mostly in South Asian region. 
5. This sector provides employment to major chunk of human population in the 
world i.e. 25 million. This industry not only provides millions of jobs to the 
people, but also produces billions of dollars in terms of worldwide revenues. 
6. Adequate infrastructural facilities in the form of power supply, machinery, 
capital, ready availability of raw materials and labor help in the tremendous 
growth of this industry. 
7. The automotive industry has witnessed tremendous and unprecedented 
changes few years ago. This industr>', slowly and gradually shifted towards 
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Asian countries, mainly because of saturation of automobile industry in the 
western worid. The principal driving markets for Asian automotive industry 
are China, India and ASEAN nations. 
8. Low cost vehicles namely scooters, motorcycles and mopeds have led to the 
massive growth of some of the fastest developing economies like China and 
India. 
Establishment of Global Alliances: 
U.S. automakers, "The Big Three" (GM, Ford and Chrysler) have merged with, 
and in some cases established commercial strategic partnerships with other 
European and Japanese automobile manufacturers. Some mergers, such as the 
Chrysler Daimler-Benz merger, was initiated by the European automaker in a 
strategy to strengthen its position in the U.S. market. Overall, there has been a 
trend by the world automakers to expand in overseas markets. 
Industry Consolidation: 
Increasing global competition amongst the global manufacturers and positioning 
within foreign markets has divided the world's automakers into three tiers, the 
first tier being GM, Ford, Toyota, Honda and Volkswagen, and the two remaining 
tier manufacturers are attempting to consolidate or merge with each other to 
compete with the first tier companies (BERA, 2004). 
1st Tier Company Mergers - Volkswagen-Lamborgini; BMW-Rolls Royce 
2nd Tier Company Mergers - Chrysler-Mercedes Benz; Renault-Nissan-Fiat 
3rd Tier Company Mergers - Mazda-Mitsubishi; Kia-Volvo 
Global automotive industiy facing flie biggest crisis even 
Three concurrent developments are putting the global automotive industry under 
huge pressure: the global downturn in the car and truck market, the trend towards 
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small and basic cars and the collapse of financing in the automotive industry. 
Overall, global car sales have declined by 3% in 2008. 
U.S sales have fallen down by 32%, where GM has recorded a fall of 45%, Ford 
of 30% and Chrysler down by 35%. All the three major car manufacturers have 
reported declined growth after the hit of recession. 
Among the leading car manufacturers. General Motors and Ford were the first one 
to file for bankruptcy. 
The triad markets NAFTA, Europe and Japan are being hit particularly hard. 
Volumes in early 2009 are 25-35% below 2008 - and car sales promotion 
programs in Europe will not have a sustainable impact. The result: 2007 volumes 
will not be achieved before 2012/2013 (Roland Berger 2009). 
Downshifting - Luxury cars and SUVs lost ground: 
The severe liquidity crunch in the U.S market has forced many of the car buyers 
to cut upgrades to bigger cars and many are pushed back from buying new cars. 
As one aspect of the crisis, the mix of global car sales has changed: The small car 
segment continued to grow worldwide even in 2008 (6%), while luxury cars 
(-19%) and SUVs (-11%) lost ground dramatically. This downshift is having a 
significant impact on market shares of the OEMs: While almost all companies 
with a strong focus on the luxury and SUV segments lost m^ket share, other 
OEMs more specialized in small cars even managed to grow sales - Skoda or 
Suzuki, for example, by around 10%. 
Even commercial vehicle sales are currently collapsing worldwide. Once 
attractive "niche" segments like trucks or construction vehicles are also under 
imprecedented pressure. 
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Automotive supplier profitability has reached a historical low: 
Automotive suppliers are facing deteriorating financial performance. The bottom 
line is that global automotive supplier profitability collapsed in 2008 to around 
3% EBIT margin (2007: 5.4%). 
Unlike in previous downturns, suppliers are currently unable to compensate for 
the cash shortages from operations with new money injections from their owners 
or the capital markets. In addition, credit insurers are withdrawing coverage, 
making working capital management through factoring impossible. 
2.3 GLOBAL AUTO COMPONENT INDUSTRY-CURRENT STATUS 
Brazil, Russia, India and China have been recognized as Low Cost Countries or 
Leading Competitive Countries (LCCs) for Auto Component Exports. 
Kenneth Lieberthal and Geoffrey Lieberthal (2003) have some findings about low 
cost manufacturing in China. They note that China is attracting enormous 
attention for very good reason. The reason is not just that China is big or that its 
economy is the only one that has been able to sustain rapid growth over the last 
there years. It is that China is now profoundly affecting the competitive 
capabilities of all multinational corporations. 
Companies throughout the world are affected by the impact of low cost Chinese 
manufacturing on worldwide pricing, for instance, whether or not they have 
operations there or engage in direct trade. 
China's overall record since reforms began in 1979 is very appreciable, and its 
performance is in many ways improving. Annual real GDP has grown about 9% a 
year, on average, since 1978- an aggregate increase of some 700%. Foreign trade 
growth has averaged nearly 15 % over the same period or more than 2,700% in 
aggregate. The country has developed a powerfiil combination- a disciplined low-
cost labour force; a large cadre of technical personnel; tax and other incentives to 
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attract investment; and infrastructure sufficient to support efficient manufacturing 
operations and exports. 
China will remain an exceptionally challenging environment. It is a country with 
inadequate legal protection, rampant intellectual property rights violations, 
massive government interference and severe price competition from state-
subsidized firms. 
For Tarun Khanna, et al. (2005), multinationals face different kinds of 
competition in each of emerging markets in four countries -Brazil, Russia, India 
and China. 
He has found that in China, state-owned enterprises control nearly half the 
economy, members of the Chinese Diaspora control many of the foreign 
corporations that operate there, and the private sector brings up the rear because 
entrepreneurs find it almost impossible to access capital. India is the mirror image 
of China. Public sector corporations, though important, occupy nowhere near as 
prominent a place as they do in China. 
India has spawned many private sector organizations, some of which are globally 
competitive. It is difficult to imagine a successful business in China that hasn't 
had something to do with the government; in India, most companies have 
succeeded in spite of the state. 
Brazil mixes and matches features of both China and India. Like China, Brazil has 
floated many state-owned enterprises. At the same time, it has kept its door open 
to multinational, and European corporations such as Unilever, Volkswagen, and 
Nestle; they have been able to build big businesses there. Brazil also boasts 
private sector companies that, like Indian firms, go head-to-head in the local 
market with global firms. 
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Russia is also a cross between China and India but most of its companies are less 
competitive than those in Brazil. There are only a few strong private sector 
companies in the market. 
The Russian government is involved, formally and informally, in several 
industries. Administrators at all levels can exercise near veto power over business 
deals that involve local or foreign companies and getting permits and approvals is 
a complicated chore in Russia. 
The financial markets in Brazil, Russia, India and China vary, too. In Brazil and 
India, indigenous entrepreneurs, who are multinationals' main rivals, rely on the 
local capital markets for resources. In China, foreign companies complete with 
state-owned enterprises, which public sector banks usually fund. The difference is 
important because neither the Chinese companies nor the banks are imder 
pressure to show profits. Moreover, financial reporting in China is not transparent 
even if companies have listed themselves on stock exchanges. State-owned 
companies can for years pursue strategies that increase their market share at the 
expense of profits. Corporate govemance standards in Brazil and India also mimic 
those of the west more closely than do those in Russia. 
2.4 HISTORY OF INDIAN AUTOMOBILE INDUSTRY 
The period prior to the entry of Maruti Udyog (1940s to 1984) was characterized 
by handful of players in the Indian automobile market like Hindustan Motors, 
Premier Automobiles, Telco, Bajaj and Mahindra and Mahindra who were 
making low technology vehicles. 
After the entry of Maruti Udyog, global players started coming into India. This 
got accelerated post economic liberalization in 1991. 
The automotive Industry in India is now working in terms of the dynamics of an 
open market. Many joint ventures have been set up in India with foreign 
collaboration, both technical and financial with leading global manufacturers. 
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The buoyant market prompted global auto giants such as Hyundai, Nissan and 
Ford to invest billions of dollars in auto plants in India, to take advantage of an 
expanding middle class, which was snapping up cars and homes. The companies 
have made India a manufacturing base for production of compact cars both for the 
local market and export. 
Indian Automotive Industry has every global automotive company today such as 
Maruti Suzuki, General Motors India, Ford India, Eicher Motors, Bajaj Auto, 
Hero Honda Motors, Hindustan Motors, Hyimdai Motor India, Royal Enfield 
Motors, Tata Motors, TVS Motors, Mahindra and Mahindra, Swaraj Mazda, 
Mercedes Benz, Skoda India, Honda Motors and Honda Motorcycles and 
Scooters. 
In comparison with the population of India, still number of Indians owning cars is 
not much. There are just 7 per thousand people according to SIAM (Society of 
Indian Automobile Manufacturers, an apex body of all automotive 
manufacturers).That compares to 18 in Indonesia, 57 in Thailand, 453 in the U.S. 
and 565 in Germany. 
2.5 INDIAN AUTOMOBILE INDUSTRY-CURRENT STATUS 
Indian Automobile Industry had been performing very well until first half of the 
year 2008-09 as shown in Figures 2.1 through 2.3. 
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Figure 2.1: Indian Passenger vehicles Production 
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Figure 2.2: Indian Commercial vehicles Production 
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Figure 2.3; Indian 2-Wheeler Production 
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Global recession has devastated the global auto industry with pinching effects on 
the Indian auto industry from second half of the year 2008-09. 
All Indian car manufacturers have seen their sales dropping drastically. SIAM has 
cut down the growth forecast of automotive sales from 12.5% to 9.5% for the year 
2008-09. 
Sales of cars fell by more than 20 percent in November, 2008 compared to the 
same month last year, and those of heavy commercial vehicles dropped by as 
much as 60 percent. 
The decline comes after three years of steady growth, ftieled by a booming 
domestic economy. 
However, there is still hope for automobile industry of India in 2009 as there are 
certain factors working in its favor. India is blessed with a middle class, which is 
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getting economically stronger with every passing day. This class is being touted 
as potential consumers for India auto industry in years to come. 
Indian economy has been, more or less, able to withstand tremors of global 
financial meltdown. Even though its rate of grovrth has slowed down 
considerably, there are hopes of an economic revival. Work force of auto industry 
of India is relatively well-trained. AH these factors indicate that there could be a 
decent future for Indian auto industry in days to come. 
Analysts say projections that the Indian auto industry will grow from $35 billion, 
at present, to USD 145 billion by 2016 still hold good. In fact, they say at a time 
when global automakers are facing huge problems in their home markets, they 
may still rake in some profits here although not as large as expected earlier. 
The impact of global meltdovm on the Indian industries is going to make the auto 
industry leaner, feel industry experts. 
Exports are worrisome and may take three years to revive. 
2.6 HISTORY OF INDIAN AUTO COMPONENT INDUSTRY 
The Indian Auto Component Industry began in a very small way in the 1940s. It 
had three phases of evolution (Gupta, 2006). 
1. Period prior to the entry of Maruti Udyog (1940s to 1984). 
2. Period after the entry of Maruti Udyog till economic liberalization (1984 to 
1991). 
3. Period post Liberalization (1991 onwards). 
The period prior to the entry of Maruti Udyog was characterized by low 
technology and assured business for most of the auto-component manufacturers 
who used to supply to a handflil of players in the Indian automobile market like 
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Hindustan Motors, Premier Automobiles, Telco, Bajaj and Mahindra and 
Mahindra. 
With the entry of Maruti in the 1980s, the auto ancillary industry in the country 
showed a spurt in growth. This period witnessed the emergence of a new 
generation of auto ancillary manufacturers who were required to meet the 
stringent quality standards of Maruti's collaborator Suzuki of Japan. The good 
performance of Maruti resulted in an upswing for the domestic auto ancillary 
industry. It was also during this period that auto components from India began to 
be exported. 
With the liberalization of the Indian economy in 1991 and coming of many 
foreign automobile manufacturers like Hyundai and Daewoo, the auto ancillary 
industry witnessed huge capacity expansions and modernization initiatives in this 
period. This also led to a tough competitive scenario, which saw a lot of 
consolidation, technological collaborations and equity partnerships within the 
industry and with leading global players abroad. 
From 1991, Indian Auto Component Industry has come a long way. Global 
customers have exacting requirements of QCD (Quality, Cost and Delivery) 
which every exporting Auto Component Manufacturer has to meet. 
2.7 GROWTH OF INDIAN AUTO COMPONENT INDUSTRY 
The fortunes of the auto component industry are closely knit with those of the 
automobile industry (ParvathaVardhini, 2007) 
The Indian Auto Component industry is one of India's sunrise industries with 
tremendous growth prospects. From a low-key supplier providing components to 
the domestic market alone, the industry has emerged as one of the key auto 
components centres in Asia and is today seen as a significant player in the global 
automotive supply chain. India is now a supplier of a range of high-value and 
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critical automobile components to leading global auto makers such as General 
Motors, Toyota, Ford, and Volkswagen amongst others. 
Table 2.1 shows current product groups of Auto Components and their relative 
share in the overall basket of the market. 
Table 2.1: Classification of Automotive Components 
Product 
Group 
Engine Parts 
Electrical 
Parts 
Drive 
Transmission 
and Steering 
i Parts 
j 
Suspension 
and Braking 
Parts 
Equipment 
Others 
1 
Products 
Pistons, Piston Rings, 
Engine Valves, 
Carburetors, Fuel 
Injection Systems 
Starter Motors and 
Generators 
Gears, Clutches, Axles 
Brakes, Leaf Springs, 
Shock Absorbers 
Headlights, Dashboard 
Instruments 
Sheet Metal Parts, 
Pressure Die Castings, 
Tyre Tube Valves and 
Cores 
Share 
(%) 
31 
9 
19 
12 
10 
7 
Some of the Key Players 
• * - • - — 
Motor Industries Company, Ucal 
Fuel Systems, Shriram Pistons, 
India Pistons, Goetze, IP Rings, 
Motor Industries Company, 
Denso, India Nippon Electrical 
Rico Auto Industries, Sona Koyo 
Steering Systems, Automotive 
Axles, GKN Driveshafts, Bharat 
Gears, Rane (Madras), Clutch 
Auto, Ceekay Daikin 
Brakes India, Sundaram-Clayton, 
Munjal Showa, Gabriel India, 
Rane Brake Linings, Sundaram 
Brake Linings, Jamna Auto 
Premier Instruments & Controls, 
Lumax, Motherson Sumi Systems 
Jay Bharat Maruti, MRF,CEAT 
1 Source: ACMA 2008 
According to the Investment Commission of India, global automobile 
manufacturers see India as a manufacturing hub for auto components and are 
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rapidly increasing the value of components they source from India due to the 
following reasons (IBEF 2009). 
• India's cost competitiveness in terms of labour and raw material. 
• Its established manufacturing base. 
• Many international auto-component majors including Delphi, Visteon, Bosch 
and Meritor have set up operations in India. 
• Auto manufacturers including GM, Ford and Toyota and auto components 
manufacturers have set up International Purchasing Offices (IPOs) in India to 
source for their global operations. 
• Fine-quality components are manufactured in India (used as original 
components for vehicles made by General Motors, Mercedes, IVECO and 
Daewoo among others). 
• India is also fast becoming a global hub for R&D: GM, Daimler Chrysler, 
Bosch, Suzuki, Johnson Controls etc. have set up development centers in 
India. 
• German automobile company Volkswagen AG will be acquiring auto 
components worth around US$ 1.26 billion from Indian supplier firms during 
2009-2010. 
• Honda Siel Cars India Ltd will be soon starting exports of auto components 
from India, beginning with a volume of 20,000 units of each product in a year. 
These products will be delivered to Honda's plants in Asia. 
• GM has already bought components worth USD 500 million from India and it 
plans to meet the target of USD 1 billion by 2010. 
Acquisitions and Joint Ventures 
Indian auto component majors have been entering into joint ventures and 
mergers with global auto component makers for quite some time now. Some 
of the recent deals include: 
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• Motherson Sumi Systems has bought UK-based Visiocorp's global rear view 
mirror business. 
• PMP Components has acquired Czech Republic-based PAL International, 
which is the third largest wiping systems manufacturing company in Europe. 
• Autoline Industries acquired 49 per cent stake in two Italian firms — SZ 
Design Sri and Zagato Sri. 
• Ashok Minda Group, acquired the German firm Schenk Plastic Solutions, 
which had a turnover of USD 95.24 million in 2007-08. 
• Amtek Auto Ltd signed a joint venture agreement with Michigan's FormTech 
Industries LLC to set up an automotive forgings manufacturing unit. 
Focus on Value Addition: 
While some companies were adopting diversification into new segments to 
cushion the effect of a slowdown, others such as Sona Koyo Steering resorted to a 
superior product mix to tackle the margin pressures. 
Similarly, companies engaged in the forging business moved into producing 
value-added machined forging components, rather than raw forgings, in a bid to 
upgrade their product mix. 
Several leading players have taken measures to step up their overseas sales. For 
example, the export market for aluminium-based components (due to its lighter 
weight and consequent advantages of fuel efficiency) is fast growing. Targeting 
this huge export opportunity, Sundram Clayton has demerged its brakes business 
to focus more attention on its aluminium die casting business. Companies such as 
Sundram Fasteners, Amtek Auto and Bharat Forge have in the past few years, 
acquired companies that have facilities closer to global OEMs in Europe and 
America. This has helped them gain ready access to a diverse customer base 
consisting of big automobile OEMs such as Volkswagen, BMW, Daimler 
Chrysler, Audi, Scania and Volvo. 
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These companies adopt a 'dual-shore manufacturing model' under which offshore 
locations are used as a technical hub with emphasis on product design, 
development and manufacture of high-value critical components; Indian facilities 
are used in high-volume production due to their cost advantage. For the 
companies, this model brings in two benefits-optimization of costs, a larger 
product portfolio and geographic diversification across locations. 
A matter of concern is the continued currency fluctuation. As more and more 
companies emerge as Tier I suppliers to OEMs, they enter into long-term 
contracts, necessitating gradual reduction in prices and less flexibility for re-
negotiation in case of a currency fluctuation. 
The labour cost advantage of manufacturing companies in India and other rapidly 
developing economies (RDEs) is now well recognized (Bhattacharya and 
Nandagaonkar, 2006). 
What is less well recognized is the capital advantage of many of these RDE-based 
manufacturing firms, both local and MNCs, which can translate up to 40% to 50% 
higher capital productivity compared with similar plants in more developed 
economies. These firms belong to both process industries like steel and cement, or 
discrete manufacturing industries like automotive or consumer durables. 
Underiying this 'hidden' capital advantage are three different levers. The first one 
is the substantially lower cost (as high as 80%) of the highly skilled competencies 
like process or production engineering used for new plant and equipment design 
and installation. 
The second lever is 30% to 60% lower cost of plant equipment in RDEs than a 
comparable plant in the west. This cost advantage of RDEs is driven by, one, 
lower levels of automation. Two, locally fabricated equipment like chambers, 
boilers, conveyors and material handling equipment which cost much less as they 
are labour intensive in their manufacture. Three, buying second-hand plants from 
the west which have significant part of their technical life sfill lef^ , refiirbishing 
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and improving them using skilled in-house labour. Four, change manufacturing 
processes to make them more labour intensive, and, five, manufacture/assemble 
machines in-house rather than import costly ones. 
The third lever leads to higher asset utilization. For example, a typical 
European/US plant will have at most a two-shift, five days/week operations 
whereas many plants in RDEs run seven days/ week, three shift operations 
(assimiing there is sufficient demand) and thus sweat their assets much more. 
2.8 INDIAN AUTO COMPONENT INDUSTRY-CURRENT STATUS 
ACMA: 
This is an apex agency of the Indian Auto Component Industry 
In the year 1959 it was started as The All India Automobile & Ancillary 
Industries Association (AIA & AIA). Its name was changed as 'Automotive 
Component Manufacturers Association of India ACMA' in the year 1982. It has 
558 companies forming majority of the auto component output in the organized 
sector. 
Most of the Members of Indian Auto Component Industry have implemented 
majority of the Quality Management Systems namely ISO 9000 (551), ISO 14001 
(180), TS 16949 (382) and OHSAS 18001 (59). 
11 companies have received Deming Award and 4 companies have received TPM 
Excellence award. 
Many of the member companies are embracing modem shop-floor practices 
namely 5-S, 7-W, Kaizen, TQM, TPM, 6-Sigma and Lean Manufacturing (refer 
Figure 2.4). 
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Figure 2.4: Indian Auto Component Industry becoming World-Class 
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As per ACMA data, continent-wide exports by Indian Auto Component Industry 
are: 
1) Europe 38.7%, 2) North America 26.9%, 3) Asia 12.4%, 4) Africa 10.8%, 5) 
Middle East 7.1%, 6) South America 2.8%, 7) Oceania 1.2% and 8) Others 0.1%. 
Composition of Auto Component exports from India has undergone total 
transformation over the years. In 1990s, Aftermarket Export was 65% and 
OEM/TIER 1 Export was 35% whereas, in the year 2007, Aftermarket Export and 
OEM/TIER 1 Export became 25% and 75%) respectively. This clearly indicates 
that though customers world -wide procured non-critical Aftermarket parts mainly 
initially, going by the consistent quality improvements implemented by Indian 
Auto Component Industry, they graduated to procuring critical OEM/TIER 1 
parts (ACMA, 2008). 
Most of the global automobile majors like General Motors, Ford, Fiat, Mercedes -
Benz, Renault, BMW, Volkswagen, and even the Japanese companies like Toyota 
and Nissan procure Auto Components from India for their global manufacturing. 
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Tier 1 companies like Bosch, Valeo, Magna, Delphi, Arvin Meritor, Getrag, 
Visteon and even Japanese company Denso procure Auto Components from India 
for their global operations. 
Many of the global Auto companies have their design centers in India. Notable 
among them are General Motors, Delphi, Suzuki, Bosch and Honda. 
ACMA-McKinsey Study: 
ACMA - McKinsey Report (2005), found that the customer prices for 
automobiles are expected to remain flat over the next 10 years, despite the desire 
for new features and the need to comply with higher environmental and safety 
standards. This implies that OEMs need to find ways to reduce 20% of the total 
expected cost of a car in 2015 to ensure that costs are what the customers are 
willing to bear (Figure 2.5). Most of the savings will come from mechanical parts 
since there is little potential to cut costs in electronic parts which would use new 
and emerging technologies. One of the several responses to this type of severe 
cost reduction pressure will be for OEMs and Tier-1 suppliers to increase 
sourcing from LCCs. 
Figure 2.5 Price Squeeze on Global OEMs 
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Global automotive components consumption is expected to grow from USD 1.2 
trillion in 2003 to USD 1.65 trillion by 2015. Of this USD 1.65 trillion, India-
based (and other LCC) players can theoretically address roughly 42% or USD 700 
billion. They cannot address USD 425 billion or 26% of the market that will 
primarily be manufactured by OEMs in their home countries. Another USD 525 
billion or 32% of the global market will be ruled out because of practical 
difficulties in off-shoring or because it will yield negligible savings. 
Driven by their intrinsic strengths, India-based players could build a strong 
position in many segments. India could gain a 10-12% share of the overall 
addressable market in components where it has an advantage over other LCCs, 
and a 5-7% share where it competes equally with other LCCs. India could 
therefore aspire to a 3-4% share of the overall addressable market of US$ 700 
billion in 2015. 
These share aspirations would translate into US$ 20-25 billion in exports by 2015, 
with the largest shares coming from North ,/^erican and western European LPV 
and HCV markets and the global aftermarket. This coupled with US$ 13-15 
billion of the domestic and indirect exports market will translate into a total 
industry size of US$ 33-40 billion. 
2.9 INDIAN GOVERNMENT INITIATIVES 
Though Indian Auto Component Industry have formulated Overseas Marketing 
Strategies over many years, many of the Strategies lean heavily on Indian 
Government Initiatives and policies and their sustenance and need-driven 
modifications/changes. Such initiatives have been studied which are dealt briefly 
in the following paragraphs. Some of the initiatives and policies are favorable to 
export efforts of Indian Auto Component Industry; few of them are not found 
favorable. 
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Automotive Mission Plan 2016: 
The government has envisaged the Automotive Mission Plan 2016 to promote 
growth in the sector. Its targets: 
• Emerging as the global favourite in the area of design and manufacture of 
automobiles and auto components. 
• Taking the output to US$ 145 billion, accounting for more than 10 per cent of 
the GDP, firom USD 35 billion at present. 
• Increasing the export revenue to USD 35 billion by 2016 from 
USD 4.1 billion at present. 
• Offering additional employment to 25 million people by 2016. 
Free Trade Agreement 
India has concluded FTAs with SAARC, Singapore and Thailand, and it is 
working on similar arrangements with ASEAN, Japan, China and South Korea as 
well. 
Under the Doha declaration, India has committed to the elimination of tariffs over 
the years. This means that even in a multilateral system, India is going to be 
eventually eliminating tariffs. 
Seshasayee (2006) said that FTA is not a good idea where you have competing 
competencies. The arc of overlap, in this case is very large between two countries 
because they have competencies in the same kind of areas and you are, of course, 
into a much large kind of conflict area. 
In such a context, Thailand truly is not the best starting point for an FTA, because 
like India, it has a lot of competencies which are common. In that sense, China is 
not the best candidate for an FTA either because, again, India has more or less 
similar competencies. 
China is a tough competitor because of the huge scales of operations it has in any 
area. In any industry, the capacity it has is several multiples higher than India's. It 
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also has cost advantage, which comes about partly because of the contract labour 
they have and partly, to some extent, due to non-transparent accounting. Their 
productivity is very high too. 
By cleverly designed rules of origin (ROO), the US and the EU have ensured 
huge markets for their products in countries participating in FTAs ( ROOs are 
meant to ensure that goods mostly manufactured in a country outside the 
agreement are not diverted to the FTA countries, to take advantage of the low or 
nil tariff regime). 
The FTA between India and ASEAN countries creates new opportunities for 
operations in India especially in sharing components. Honda is plaiming to source 
components from India for its manufacturing sites at other locations, especially in 
the South-East Asian countries. 
2.10 ROAD AHEAD 
For the Indian auto-component industry to achieve its ambitious targets of 
becoming a USD 40 billion industry by 2015, it is imperative that it transforms its 
competitive advantages from cost to value. 
Slowdovra during second half of year 2008-09 will not remain for long going by 
the cyclic nature of Automotive Industry. Indian auto component Industry should 
focus on its competitiveness, learn the best manufacturing practices, be quality 
conscious and at the same time inculcate a prompt delivery culture. 
The Indian auto component industry is one of the front runners for grabbing the 
global auto component outsourcing market, estimated to be worth USD700 
billion by 2015. 
However, the journey is not smooth. The industry accounts for only 0.4% of the 
USD 1.2 trillion global components industry as against competitors like China 
(1.2%) and Mexico (5.9%). It is up against challenges such as lack of good 
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infrastructure and increasing input costs, which could impede its growth 
(ChiguUapalli and Mylavarapu 2009). 
The FTAs (Free Trade Agreements) and RTAs (Regional Trade Agreements) 
signed with China and ASEAN countries are arguably in their favour. Trade 
agreements signed with countries like Thailand and China which already offer a 
number of incentives to their domestic players, are perceived to be a huge threat 
to India. The agreements are seen as the reason behind India losing out to these 
coimtries in gaining green field investments and are expected to hamper future 
investments in India. It is feared that this could severely dent India's 
competitive advantage very soon. 
The government reduced the peak import duty from 15% during 2005 to 12.5% 
in 2006. This increased the Chinese imports by three times to Rs.lOO crores in 
2006 from 2005. While the peak import duty could have been retained until 
some more internal reforms took place, the government cut it down further by 
2.5% in 2007. The industry is facing about 18-20% cost disadvantage in the 
form of increasing raw material costs, power costs, higher taxation and 
infrastructure costs, when compared to China and Thailand. With the increasing 
input costs and automobile designs getting changed frequently, components 
manufacturers are required to constantly invest to upgrade themselves and to 
add value. This has been a drag, especially on small and medium manufacturers. 
The World Trade Organisation (WTO) has recently given a ruling against the 
imposition of 25 per cent import duty on auto parts by China. Indian auto 
component manufacturers stand to gain significantly from the ruling as any cut in 
the duty will make their products cheaper in the Chinese market, and give them 
more access to the Chinese market. 
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CHAPTER 3 
LITERATURE REVIEW 
In this Chapter, we assemble literature available and relevant to the research topic. 
It is an attempt to assimilate studies, observations and recommendations by earlier 
researchers. 
The review will help identify the research gap which will play a guiding role in 
setting up the objectives and scope of study. 
Five broad areas as shown below have been identified to present the body of 
knowledge pertaining to the research topic. 
1. Marketing Strategies 
2. Overseas Marketing Strategies 
3. Marketing strategies of Auto Component Industry 
4. Overseas Marketing Strategies of Auto Component Industry 
5. Overseas Marketing Strategies of Indian Auto Component Industry 
Some of the concepts like Market Orientation and Contingency Paradigm have 
evolved over a long period and they have contributed amply to the formulation of 
overseas marketing strategies. Literature published from very early times to the 
latest have been consulted from published works. 
3.1 STUDY OF MARKETING STRATEGIES 
In this section we take a review of literature on marketing strategies by various 
authors. 
A four factor Marketing Mix consisting of Product, Price, Promotion and Place 
(Distribution) is the set of marketing tools that a firm uses to pursue its marketing 
objectives in the target market (McCarthy 1996). 
Each P is getting addressed by few specific parameters as shown in the Figure 3.1. 
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Figure 3.1: The Four Ps of the Marketing Mix 
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Many authors have found 4Ps encompassing marketing strategies fully. 
Cavusgil and Zou (1994) finds that Marketing Strategy involves all aspects of the 
conventional marketing plan, including product, promotion, pricing and 
distribution. 
Katsikeas, Leoniduo and Morgan (2000), while assessing export performance of 
firms found that export marketing strategy variables refer essentially to the 
company export product, pricing, distribution and promotion strategy and are key 
to exporting success. Studies conducted by Calantone, et al. (2006) and Langes 
and Montgomery (2003) endorsed the same view. 
Later, another group of authors who studied marketing strategy concepts added 
two more elements namely geographical design of marketing value chain and the 
Competitive Process to the marketing elements (Lim, et al. 2006). 
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Peter Drucker (1973) has defined business marketing in his own way. He notes 
"Marketing is so basic that it cannot be considered a separate function within the 
business, on par with others such as manufacturing or personnel. Marketing 
requires separate work, and a distinct group of activities. But it is, first, a central 
dimension of the entire business. It is the whole business seen from the point of 
view of its final result, that is, from the customer's point of view. Concern and 
responsibility for marketing must, therefore, permeate all areas of the enterprise.' 
D'Aveni (2002) observes that a map based on measured competitive pressures is 
essential to answering questions vital to the dynamic stability of an industry and 
the profitability of firms in it. It has important implications for an organization's 
market and competitor selection, growth plans, product portfolio and 
diversification strategy, resource allocation priorities, competitive intelligence 
system, merger and acquisition strategy and scenario planning process. An overall 
picture of an industry's pressure system can allow managers to proactively and 
intelligentiy decide whether to counter the pressure of a rival or let another 
competitor do it. 
Bryce and Dyer (2007), suggest that smart companies use three fundamental 
approaches, usually combining at least two of them, to break into profitable 
markets. 
First one is leveraging the existing assets. Companies use what they already have, 
often supplementing their assets and resources with a partner's, to overcome entry 
barriers. 
The second approach is reconfiguring the value chains. Entrants change the 
activities or the sequence of activities they perform to deliver value to customers. 
The last approach is establishing niches. Enterprises develop offerings with 
features that don't initially appeal to mainstream customers but attract customer in 
a fringe segment. 
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Reconfiguring the value chain and creating a niche as the most powerful 
combination strategy. By reconfiguring value chains, entrants create low-cost 
business models; at the same time, by establishing niches, they stay off 
incumbents' radar screens. 
Many authors have studied Customer Value Management (CVM) in the arena of 
Marketing Strategies. 
McAuley (2001), states that CVM requires that a company aligns its infrastructure 
and capabilities to the ideal outcomes which a target set of customers would wish 
to see. Thus the customer becomes the finn's design point; the company examines 
every interaction with a customer for its potential to deliver ideal, customer -
defined value. He formulated three steps to follow for target customers through 
CVM. 
The first step is to segment customers and market place. Here technology is 
essential to the successful mining of databases. 
The second step is to develop an outside- in vision of the firm. That is, to get a 
sense of what each customer segment actually wants from it. 
The third and final stage is to develop a strategic vision of the specific processes, 
capabilities, and infrastructure that the business needs to ensure the delivery of 
ideal-customer defined, high value outcomes. This should align the company's 
ability to perform with the promises it is making. The targeted marketing strategy, 
in turn, aligns the promises with each of the desired customer's or segment's 
values. 
Gupta, et al. (1986) recommend that all functional areas of a firm have to 
necessarily cooperate in order to increase customer value and satisfaction in the 
process of new product development; this way they can ensure faster and efficient 
product development. 
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Das (2005) finds that most marketers are so busy figuring out how their 
companies can create value that they don't pay attention to communicating the 
benefits their companies deliver to customers. He also finds that companies often 
don't focus on developing individual relationships so that each customer becomes 
more loyal. 
The buyer and seller go through four phases of relationship development process 
before the actual purchase contract happens. Dwyer (1987) has indicated the four 
phases. 
In the first phase, known as awareness - phase, unilateral considerations of 
potential exchange partners are involved. 
In the second phase, called exploration - phase, dyadic interaction occurs and a 
gradual increase in interdependence reflects bilateral testing and probing. At this 
phase, termination of the firagile association is simple. 
In the third phase, named as expansion - phase, a successful power source 
exercise marks the beginning of expansion, mutual satisfaction with customized 
role performance supports deepening interdependence and additional 
gratifications are sought from the current exchange partner, rather than fi-om an 
alternative partner. 
In the last 'commitment - phase', contractual mechanisms and/or shared value 
systems ensure sustained interdependence, mutual inputs are significant and 
consistent and partners resolve conflict and adapt. 
Theodore Levitt (1980) categorically declares that there is no such thing as a 
commodity. All goods and services are differentiable. When the generic product 
is undifferentiated, the offered product makes the difference in getting customers 
and the delivered product in keeping them. Customers attach value to a product in 
proportion to its perceived ability to help solve their problems or meet their needs. 
All- else is derivative. 
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McGrath and Macmillan (2005) have identified eight moves companies can make 
to redefine their profit drivers and realize low-risk growth. 
The eight moves are changing the unit of business, retaining the unit of business 
but radically improve the key metrics, particularly productivity, improving the 
cash-flow velocity, dramatically improving the asset utilization, improving 
customers' performance, improving customers' personal productivity, helping to 
improve customers' cash flow and reducing customers' asset intensity. 
They note that, companies are moving away from selling a pure product and 
toward selling a product-service mix or even a pure service and helping the 
customers improve their performance generates a more robust, profitable and 
loyal base of clients. 
Vendenbosch and Dawar (2002) points out that as products from competing 
companies become increasingly similar, difference in the way rivals interact with 
their customers are becoming more and more important. Strategies built around 
reducing customers' interaction costs and risks are central to these differences; 
they offer a systematic way to tap into new sources of customer value and it is 
easy to underestimate the difficulties involved in shifting a company's focus from 
products to customer interactions. Here tactical marketing responses cannot get 
the job done because they do the opposite of what is needed, adding to 
interactions rather than streamlining them. They advocate that one should start 
with customer rather than with products. 
'Market Driven Organization' recognizes that its highest exploitable competitive 
edge is in the strength of its relationships with its markets or customer groups. 
Such an organization is constantly searching for new customer needs, through 
which it can build strong and well-defined relationships with its customers. The 
product development, marketing and market research efforts of market driven 
organizations focus on helping customers find their emerging needs and then 
satisfying those needs with new and innovative products (Lowenthal, 1995). 
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Milne and Marsh (2007) in their study on Germany's smaller companies, reveal 
that there is a group of smaller companies in Germany that is both more reticent 
and more successful than its bigger companies like Siemens and Volkswagen. 
Several characteristics distinguish these hidden champions: a sharp focus on a 
niche market that enables them to dominate it and to continue producing in high-
cost Germany; a global strategy to open fresh markets; a "do-it-yourself 
approach to innovation and production; and most often family or private 
ownership to ensure continuity. Many of them build up the market-share quickly 
through growth, attribute their management style for their success, have lean 
organization and take business decisions very speedily. Another characteristic of 
the hidden champions is putting the customer at the centre of the company's 
decisions. 
Product support service is becoming a major battleground for competitive 
advantage as noted by Kotler (1998). Firms that provide high-quality service will 
imdoubtediy outperform their less service-oriented competitors. The company 
must define customer needs carefully in designing both the product and the 
product support system. Customers are most concerned about an interruption of 
the service that they expect from the product. 
Cohen and Agrawal (2006) advocate that companies should use a systematic 
approach to improve after-sales service quality levels, reduce investments in 
service assets, and cut operating costs by identifying which products to cover, 
creating a portfolio of service products, selecting business models to support 
service products, modifying after-sales organizational structures, designing and 
managing an after-sales services supply chain and monitoring performance 
continuously. 
Kordupleski, et al. (1993), advocate that a firm must ensure that customers are 
satisfied with the delivery of services offered by the firm, measuring customer 
satisfaction with services, and changing internal processes that stand to have the 
greatest impact on the customer. 
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Punja (2007) argues that businesses that can innovate to make their complex, 
higher-value, collaboration-led activities deliver what their customers care about 
most will probably gain significant, enduring and not easily duplicated advantages 
in distinctiveness, quality and cost. Thus, the hunt for competitive advantage will 
increasingly focus on three areas; improving the productivity and performance of 
knowledge workers; delivering unique value through specialized or niche 
products and services; and maintaining more intimate relationships with 
customers and suppliers. Technology and organizational strategies will be 
inextricably conjoined in this new world of interactions- based productivity. 
The research by Lee and Grewal (2004) sheds light on two important strategic 
issues for managers: the value of strategic responses to new technologies and the 
market valuation of the firm. The results suggest that an appropriate response -as 
defined by response magnitude, domain and speed - is needed to assimilate new 
technologies successfully. 
Theodore Levitt (1983 a) declares that sale will be not just a system but a system 
over time. The value at stake will be the advantages of that total system over 
time. As the customer gains experience, the technology will decline in 
importance relative to the system that enables the buyer to realize the benefits of 
the technology. Services, delivery, reliability, responsiveness, and the quality of 
the human and organizational interactions between seller and buyer will be more 
important than the technology itself 
Rosenberg (1976) observes that Customers, recognizing technological 
obsolescence, begin to form expectations of further and continuing advances in 
performance and decrements in price. The firm must balance the value and 
potential obsolescence of installed product generations against the potential 
value of current offerings and future arrivals in making upgrade decisions. The 
marketer's task of managing transitions between generations obviously is 
affected by these conflicting influences. 
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Rust, Moorman and Dickson (2002) stipulate how a firm should attempt to 
derive financial benefits from quality might vary depending on the fimctional 
perspective it takes. Marketing tends to address the problem fi-om having a 
revenue perspective and operations from a cost reduction or efficiency 
perspective. Although it might appear possible to double the benefit by using 
both approaches simultaneously, their empirical findings suggest that firms can 
achieve greater financial returns from quality improvements by emphasizing 
revenue generation solely, along with its underiying focus on customer 
satisfaction and retention. The results fi"om such an emphasis exceed those 
arising from a focus on costs alone or from attempts to balance a dual emphasis 
on both revenues and costs. 
Sanchez and Mahoney (1996) suggest that traditional engineering design employs 
constrained optimization methods in order to obtain the highest level of product 
performance within a cost constraint. 
Kotler (1998), declares that companies that differentiate their offering solely by 
cutting their costs and price may be making a mistake, for several reasons. First, 
"cheaper" products are often viewed as inferior in quality. Second, the firm may 
cut services to keep the price down, and this action may alienate buyers. Third, a 
competitor will usually find a lower-cost production site and offer an even 
cheaper version. If the firm did not distinguish its offering in any other way than 
price, it will be soundly beaten by this competitor. 
Shantanu Dutta, et al. (2002) point out that a company's products and services are 
just the fhiit of the tree; its roots are the core capabilities and competencies that 
organizations develop. A strategic pricing capability is an important contributor to 
the tree's long term health. Although only the prices themselves are visible to 
onlookers, the capability underlying the prices is ultimately what makes them 
right for the market or either too high (driving away customers who perceive them 
as unfair) or too low (opening up opportunities for competing). Most CEOs will 
never set a single price. They can, however give their managers the ability to win 
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price wars, maintain price leadership and hold a competitive edge in pricing. The 
key is understanding how different forms of capital - human, systems and social -
blend in a way that competitors will find difficult to imitate and then making the 
necessary investments to create a formidable new strategic capability. 
Finkelman (1993) opines that satisfied customers- those receiving higher quality 
service or who feel better about the product - are, in fact willing to pay more for 
it. 
Pascale and Athos (1982) found that in the 1930s, the conventional wisdom was 
for manufacturers to recoup their investments as quickly as possible by lowering 
production costs but holding prices as high as possible. Matsushita, inspired by 
Henry Ford's pricing strategy for the Model T, grasped the concept of 
aggressively pursuing market share, gaining economies through manufacturing 
experience, and lowering price, thus establishing barriers to entry for competitors 
who found the small margins unattractive. Matsushita went a step further than 
Ford in articulating this approach as a fundamental tenet of his product market 
strategy across all product groups- a strategy that has been pursued to the present 
time. 
Theodore Levitt (1983 b) produces a link between quality and low cost. He says 
that the truth is that low-cost operations are the hallmark of corporate cultures that 
require and produce quality in all that Japanese do. High quality and low costs are 
not opposing postures. They are compatible, twin identities of superior practice. 
Cooper and Chew (1996) say that target- costing drives a product development 
strategy that focuses the design team on the ultimate customer and on the real 
opportunity in the market. 
Arbitrage in its traditional, and least sustainable, form applies the pure 
exploitation of price differentials. Ghemawat (2003) advocates that companies 
should not apply only price- arbitrage. The worid is not so homogenous as to have 
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removed arbitrage from a company's strategic tool kit. In fact many forms of 
arbitrage offer relatively sustainable sources of competitive advantage, and as 
some opportunities for arbitrage disappear, others spring up to take their place. He 
does not claim that arbitrage to exploit differences is any more a complete 
strategic solution than the optimal exploitation of scale economies. To the 
contrary: If they are to get their global strategies right in the long term, many 
companies will have to find ways to combine the two approaches, despite the very 
real tensions between them. Arbitrage is about much more than cheap capital or 
labour. Ghemawat recommends that companies should also consider cultural 
arbitrage, administrative arbitrage, geographic arbitrage and economic arbitrage. 
Freek Vermeulen (2005) gives his finding of revitalization through acquisitions. 
He says that revitalization is an important outcome of acquisition and should be 
the strong consideration when making tlie decision to acquire. The acquisitions 
help the companies restore a sense of vitality to their businesses and unleash a 
subsequent surge in performance. The acquired companies often stimulate the 
acquiring companies to develop new perspectives and different ways of doing 
things at times when they are most needed. Companies make acquisitions for a 
variety of reasons: to get access to a new business or technology, to gain a 
foothold in a new geographical market or to consolidate a market. Some 
companies seek to learn something, such as a particular skill or capability that 
they identify as useful. All acquisitions, however, require that companies find 
ways to integrate organizations that do things differently. 
With the advent of lean manufacturing practices, supply lead times have crashed, 
processes have become more robust and customers are getting used to expecting 
more and more from their suppliers. Rao (2008) finds that focus now is on 
converting raw material to finished products in ever decreasing time frames, and 
while doing so, getting them right the first time. 
With lean manufacturing, realization has dawned on manufacturers that all 
inventories and associated waiting time are non-value adding. So, they are trying 
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to ensure that inventory does not dwell within the factory premises. 
Manufacturers have re-designed processes to ensure that inventory flows as 
quickly as possible from the incoming gate and out of dispatch area. This has 
given rise to concepts like Just-in-Time Deliveries, and demand for materials that 
are in ready-to-use condition (no inspection and/or direct on-line). 
Continuous cost-reduction pressures on suppliers has forced them to adopt lean 
practices within their own organizations, £ind thus lean practices have propagated. 
This led to Value Stream Maps evolving into Extended Value Stream Maps. 
Contingency Approach: The authors Zeithaml, V.A., Varadarajan, and Zeithaml, 
C.P. (1988) studied the contingency approach in marketing which had its very 
early roots in General Systems Theory (Von Bertalanffy, 1951) as well as in the 
Behavioral theory of the firm (Simon, 1957). 
Contingency theory supports the following: 
i) Best strategy across situations does not exist. 
ii) Performance levels result from the co-alignment among strategy and the 
firm's context (meaning the internal and external forces), 
iii) Each strategy may or may not be the best depending on the nature of the 
internal and external forces. 
These perspectives view the organization as a social system composed of 
interdependent subsystems. Coordination within these subsystems is 
accomplished through management policies and practices, which in turn interact 
with the environment to help achieve a set of goals or objectives (Luthans and 
Stewart, 1977). 
Interactions within the organization and between the organization and the 
environment result in two complementairy open system characteristics that are 
central to the contingency approach: adaptation and equifmality. The principle of 
adaptation holds that managers may adapt the organization's strategy to cope with 
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changes in the external environment or the organization's structure and behavior 
to address the requirements of its strategy. In the context of this study, the 
principle of adaptation suggests that marketing managers and personnel adopt 
specific structures and behaviors that best satisfy the unique demands of the firm 
as dictated by its overarching characteristic, its business strategy. 
The concept of equifinality holds that superior organizational performance can be 
achieved through a variety of different strategies and that overall firm 
performance is less dependent on a specific strategy than on how well the firm 
implements the chosen strategy. 
As more marketing scholars seem to be implying, the appropriate model for 
understanding marketing may not be one developed to understand the role of 
manufacturing in an economy, the micro economic model, with its focus on the 
good that is only occasionally involved in exchange. A more appropriate unit of 
exchange is perhaps the application of competences, or specialized human 
knowledge and skills, for and to the benefit of the receiver. These operant 
resources are intangible, continuous, and dynamic. The emerging service -
centered dominant logic of marketing will have a substantial role in marketing 
thought, it has the potential to replace the traditional goods- centered paradigm 
(Vargo and Lusch, 2004). 
Howard (1983) notes that Customer plays a very important role by giving 
marketers a rationale for their planning, which facilitates their interfacing with 
other functions in the design and implementation of strategy. 
Littler and Wilson (1995) finds the conventional view of strategic management, 
especially in the planning literature which claims that change must be continuous 
and the organization should be adapting all the time to be ironic because the very 
concept of strategy is rooted in stability, not change. A fiindamental dilemma of 
strategy making is the need to reconcile the forces for stability and for change- to 
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focus efforts and gain operating efficiencies on the one hand, yet adapt and 
maintain currency with a changing environment on the other. 
There are distinct differences in the transactions that take place between 
organizations (Industrial Marketing) and that between an organization and 
individual consumers (Consumer Marketing). Webster (1978), proposed that this 
distinction is necessary considering the nature of the markets, the products, the 
demand and, more importantly the motives and the buying behavior of 
organizations acting as buyers, compared to the motives and the buying behavior 
characterizing individuals. 
Newbert (2007) studied RBV (Resource Based View) and argued that unique 
capabilities (dynamic and otherwise) and core competences rather than static 
resources are essential to determining the competitive position of a firm. 
Collis (1991), in his analysis using RBV on global competition, stipulates that the 
external environment imposes pressures to which a firm must adapt in order to 
survive and prosper. 
Barney (1991) finds that the resource-based view argues that traditional planning 
approaches and viewpoints do not make an explicit evaluation of the firm's core 
capabilities relative to the strengths of competitors and its ability to create a 
competitive advantage. 
Day (1994), focus on capabilities of market-driven organizations is consistent 
with the resource-based theory of the firm which suggests that a firm's marketing 
advantage stems from its assets and capabilities. Assets refer to investments in 
scale and scope (e.g., advertising, promotions), brand image, and locational and 
channel advantages. Capabilities refer to marketing processes and applications of 
assets such as pricing, customer service capabilities, innovation, and product 
development. 
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Lawton and Parasuraman (1980), notes that the customer orientation is one of the 
most fundamental aspects of organizational culture. 
While studying Competitive Superiority in the domain of Competitor Orientation, 
Day and Wensley (1988) found that a focus on the client alone can take the 
institution to a reactive cycle, instead of proactive, if it does not equally consider 
the competitors' actions. 
Varadarajan and Clark (1994) point out that business strategy refers to how firms 
compete in an industry or market. 
Walker and Ruekert (1987) argue that firms that follow different generic business 
strategies adopt different structural designs. 
Slater and Olson (2001) state that the process of implementing business strategies 
addresses how marketing activities are accomplished. 
Hutt and Speh (1984) have very cleaily spelt out that understanding cross 
functional interfaces in the development and implementation of an effective 
business strategy is very important and essential. 
Porter (1996) declares "Strategic fit among many activities is fundamental not 
only to competitive advantage but also to the sustainability of that advantage. It is 
harder for a rival to match an array of interlocked activities than it is merely to 
imitate a particular sales-force approach, match a process technology, or replicate 
a set of product features." 
Miles and Snow (1978) came out with a very comprehensive framework that 
takes care of the alternative ways that organizations define and approach their 
product-market domains (the entrepreneurial problem) and construct structures 
and processes (the administrative and technical problems) to achieve competitive 
advantage in those domains. 
54 
They identified four archetypes of how firms address these issues. They are 
"Prospectors" who are who continuously attempt to locate and exploit new 
product and market opportunities, "Defenders" who attempt to seal off a portion 
of the total market to create a stable set of products and customers, "Analyzers" 
who occupy an intermediate position by cautiously following prospectors into 
new product-market domains while protecting a stable set of products and 
customers and "Reactors" who do not have a consistent response to the 
entrepreneurial problem. 
Various studies have examined strategic behaviors that have the potential to 
create superior performance for the firms. 
• Through enhancing the execution of business strategy (Slater and Narver, 
1995). 
• Customer-oriented behaviors (Deshpande, Farley, and Webst^l993Xa 
Competitor-oriented behaviors (Chen, 1996) / * / \ ' I ; " ^ ^ ^ 
''>/Acc. Wo )^ 
Innovation-oriented behaviors (Hurley and Hult, 1998), ^ ^ ^ ) i • 
• Intemal/cost-oriented behaviors (Porter, 1980). ^"^^i!? ^ n f v ^ • 
Day (1994 a and b), while studying about markets and market-driven 
organizations found that firms with a strong customer orientation pursue 
competitive advantage by placing the highest priority on the creation and 
maintenance of customer value. As per him, due to the constantly refined market-
sensing and customer-relating capabilities of the customer-oriented firm, it should 
be well- positioned to anticipate customer need evolution and to respond through 
the development of new customer value-focused capabilities and the addition of 
valuable products and services. 
As per Day (1990), competitive advantage is simply to beat the competition. 
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Ittner and Larcker (1997), while studying Product Development Cycle Time and 
Organizational Performance argues that overall perceived performance should 
encompass not only the organization's performance on the dimensions -return on 
assets, return on sales, and sales growth, but also any other financial and 
nonfinancial goals that may be important to the organization. 
In a firm, work has to be coordinated among various functions. The firm's Inter 
fiinctional structures and processes address this as found in the case of product 
development (Griffin and Hauser 1996). Not many authors have studied inter-
fimctional coordination in case of strategy implementation. 
As per Hamel and Valikangas (2003) ,Strategies decay for four reasonsrOvertime 
they get replicated; they lose their distinctiveness and, therefore, their power to 
produce above-average returns. Good strategies also get supplanted by better 
strategies. In an increasingly connected economy, where ideas and capital travel 
at light speed, there is every reason to believe that new strategies will become old 
strategies even more quickly. Strategies get exhausted as markets become 
saturated, customers get bored, or optimization programmes reach the point of 
diminishing returns. Finally, strategies get eviscerated. The internet may not have 
changed everything, but it has dramatically accelerated the migration of power 
from producers to consumers. 
A company can be operationally efficient and strategically inefficient. It can 
maximize the efficiency of its existing programmes and processes and yet fail to 
find and fimd the unconventional ideas and initiatives that might yield an even 
higher retum.Thus winning companies will be those who can meet customer 
needs economically and conveniently and with effective communication. 
Varadarajan and Clark (1994), indicate that the identification of which marketing 
assets or competencies should be leveraged and which should be maintained as 
unique to a specific business unit or well-defined group of business units remains 
largely unexplored in the marketing literature. 
56 
Norton and Bass (1987) found that successive generations of products typically 
arrive when the current generation's sales curve still is rising and may continue to 
rise for some time. Both the launch of a new generation and the withdrawal of the 
old become equally significant decisions with overlapping generations, as does 
the decision of whether to help prior customers migrate from one generation to 
another. This decision is complex because of the tensions among a firm's desire to 
provide state-of-the-art technology through a continuing evolution of new product 
generations, customer expectations and fears of obsolescence, and the "footprint 
of the past" from the installed base's commitments to prior generations of the 
firm's technology. 
Dess and Miller (1993) characterize vision as a critical component of the planning 
process because of its ability to provide constancy of purpose for the strategy 
planning process. 
Day (1986) argues that a firm should allocate people, time and money to the 
adequate level when it pursues marketing strategy. 
Bharadwaj, Varadarajan, and Fahy (1993) proposed that emphasizing a firm's 
strengths can lead to superior market performance, especially if multiple 
capabilities are emphasized. For instance, a firm that can deliver the best product 
quality at the lowest cost with superior distribution and excellent promotion can 
have considerable advantages over its competition. 
Sinkula (1994) points out that emphasizing core capabilities carries a danger, in 
that core capabilities can turn into "core rigidities" or "competency traps. 
Nagle and Holden (1995) through their research on new product development 
found that innovativeness of products is related positively to profit performance. 
As per (Christensen and Bower 1996), firms build and renew competitive 
advantage through radical or discontinuous innovations. 
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Michael Hammer (2004) says that operational imiovation should not be confused 
with operational improvement or operational excellence. Those terms refer to 
achieving high performance via existing modes of operation: ensuring that work 
is done as it ought to be to reduce errors, costs and delays but without 
fundamentally changing how that works gets accomplished. Operational 
innovation means coming up with entirely new ways of filling orders, developing 
products, providing customer service or doing any other activity that an enterprise 
performs. 
Innovative operations can result in direct performance improvements (faster cycle 
time and lower costs) which lead to superior market performance (greater 
customer satisfaction and more highly differentiated products). And improved 
market performance yields a host of strategic payoffs from higher customer 
retention to the ability to penetrate new markets. 
Compared with most of the other ways that manufacturers try to stimulate growth-
technology investments, acquisitions, major marketing campaigns and the like -
operational innovation is relatively reliable and low cost. 
Most industry today are struggling with low-growth, even stagnant markets. Over 
capacity is rampant and competition particularly global competition- is fierce. 
Virtually all product and service offerings have become commodities, almost no 
one has any pricing power, and none of this is likely to change in the near future. 
In this environment, the only way to grow is to take market share from 
competitors by running rings around them: by operating at lower costs that can be 
turned into lower prices and by providing extraordinary levels of quality and 
service. In other words, the game must now be played on the field of operations. 
Mere operational improvement is not enough to win the game. Excellence in 
execution can win a close game, but can't break a game wide open and turn it into 
a rout. The only way to get and stay ahead of competitors is by executing in a 
totally different way - that is through operational innovation. 
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But operational innovation entails a departure from familiar norms and requires 
major changes in how departments conduct their work and relate to one another. It 
is truly deep change affecting the very essence of a company: how its work is 
done. The effects of operational innovation ripple outward to all aspects of 
enterprise, from measurement and reward systems and job designs to 
organizational structure and managerial roles. 
Detelina Marinova (2004) reveals that three aspects of market knowledge 
diffusion (market knowledge, change in market knowledge and shared market 
knowledge) and their interplay over time shape the extent of innovation effort. 
The results indicate that mere possession of accurate knowledge about customers 
and competition does not lead to enhanced innovation. Instead, change in market 
knowledge and shared knowledge assume key roles in transforming market 
knowledge into irmovation. 
McGrath and Keil (2007) point out that the disappointing amount of value 
generated by new business development is rooted in flawed ways of evaluating 
and managing ventures. These are based on a specious assumption: that the only 
worthwhile outcome of investment in a venture is a new business. Far two little 
effort is made to extract value from the so called failures (ventures that don't meet 
market, margin or growth goals), the misfits (ventures that ultimately don't mesh 
with the overall corporate strategy), and the unexpected by -products of failures 
(new technologies, capabilities, or knowledge). By redesigning the process so that 
choices other than "GO" (continue toward launch of a new business) and "No-
Go" (Kill the venture) are fiilly considered along the way, companies can improve 
their returns on investment in innovation. 
John Hages III (2002) has some suggestions for expanding sales without making 
dent in the profits. As per him manufacturers draw on the assets of suppliers to 
assemble their products and on the assets of distributors and retailers to sell them. 
But leveraged growth is not about these simple buyer-seller relationships, which 
span just two levels in the value chain. It entails the coordinated mobilization of 
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resources supplied by many enterprises operating at many levels of the value 
chain. By mobilizing the resources, the company pursuing a leveraged grovrth 
strategy is able to tailor the product or service created by the overall group to the 
needs of a particular customer or customer segment, capturing value for itself as a 
knowledge broker. Its success depends on a deep understanding of the economics 
of both its customers and the resource owners. 
Market orientation, in general, is positively related with various business 
performance measures (Jaworski and Kohli, 1993). 
Kohli and Jaworski (1990) defines market orientation as "the organization wide 
generation of market intelligence pertaining to current and future customer needs, 
dissemination of the intelligence across departments, and organization wide 
responsiveness to it". 
Canning (1989) indicates that marketing orientation requires the development of 
marketing skills with particular emphasis in designing and implementing 
marketing strategies. 
Very many authors have studied market orientation and found that when it is 
developed as organization culture, it will deliver superior value to its customers 
continuously. 
Narver and Slater (1990) suggests that market orientation consists of three 
behavioral components, namely customer orientation, competitor orientation and 
inter-functional coordination each involved in collecting, disseminating and 
responding to information. These three components constitute the activities of 
market information acquisition and dissemination and the coordinated creation of 
customer value. 
Many authors have studied and tried to understand whether marketing orientation 
is the cause of superior performance of the firm or that itself is the outcome. 
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Saunders and Wong (1985) conclude that marketing orientation is the cause of 
superior performance and definitely the reverse is not true. 
Literature review in this section has encompassed various concepts, principles and 
forms of marketing strategies namely marketing-mix, customer value 
management, product support, technologies, quality, core competency, pricing, 
acquisitions, contingency approach, resource-based view, customer orientation, 
competitor orientation, market orientation, strategic fit and innovation. 
3.2 STUDY OF OVERSEAS MARKETING STRATEGIES 
The dynamics of overseas marketing strategies have been studied amply by many 
authors. There have been many approaches, concepts and theories which have 
continuously got evolved. Many researchers have contributed tremendously to the 
growth of literature on the subject. 
Strategy in the age of globalization is more than a road map for achieving certain 
goals. It is a process of continuous revitalization of a firm's activities that aims at 
solidifying its present and fixture competitive position. 
Ali (2006) observes that the intensity of competition and the rapid globalization of 
the world economy accentuate the centrality of strategy in business thinking and 
action. Traditionally, strategy aimed at focusing organizational efforts and 
resources on devising goals and giving a sense of direction to those engaged in 
implementations. These aims are still important in today's business. In fact, they 
have taken on additional value and urgency. In the past, however, strategy was 
devised with two assumptions in mind: customers were passive actors relative to 
what markets offered, and competition was forgiving. Neither assumption is valid 
in today's global environment. Customers are sovereign and competition is 
cutthroat. The global strategy, therefore, conveys special meaning both to the 
company and to its competitors. Put another way, a global strategy represents a 
firm's commitment to globalization and its active involvement in the global 
61 
economy. For this reason, strategy becomes a matter of well-thought-out 
directives and planned actions. If it is utilized creatively, strategy is the sharp 
edge of the sword that fends off competitors. The absence of adequate strategies 
leads to catastrophic consequences that ultimately threaten the very survival of the 
organization. 
Andersen (1993) has indicated that, as part of internationalization process, there 
would be signals from markets and competitors and decision makers of 
organizations are required to respond to these. 
Barlett and Ghoshal (1989) find that 'Global strategy' treats the world as a single 
market. This strategy is warranted when the forces for global integration are 
strong and the forces for national responsiveness are weak. This standardizes 
certain core elements and localizes other elements. 
Gabriel (2002) had a similar view like Barlett and Ghoshal on globalization. He 
advocated the concept of taking the whole world as one huge market with 
homogeneous needs. Depending on the l:nowIedge of the exporter, this can be 
usefiil but if not handled with care can be misleading. In the real world it might be 
difficult to get the homogeneous need of customers across the world. People are 
different and the differences are different. The key success factor is for the 
exporter to have a proper knowledge of the alternative export strategies and make 
a "strategic strategy choice". The worst scenario is to choose not to choose. 
Companies and/or individuals who are dealing with export transactions have to 
identify and understand their export objectives before working out the export 
strategies. It is the rule of the game that successful strategies ought to succeed the 
intended objectives. It is also becoming increasingly important for exporters to 
communicate the value they are exporting to their customers. 
They also observe that a 'Multinational strategy' treats the world as a portfolio of 
national opportunities. This strategy is warranted when the forces favoring 
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national responsiveness are strong and the forces favoring global integration are 
weak. 
Hamel and Prahalad (1994) argue that being competitive in the future will mean 
creating and dominating emerging opportunities. That is, the focal point of a 
strategy is to imagine and create the future. A company, therefore, has to shape 
the structure of future industries and, ultimately, preempt competitors in major 
global markets. 
These days, strategies can have a very short shelf life. Their underpinnings are 
being regularly shaken and they die much more quickly than in the past. The 
things that got the firm where it is today are seldom going to be the things that 
will keep it there. Hence the imperative to continuously reinvent the success with 
radical new product concepts, new ways of doing business, new markets, new 
capabilities, new customers and new sources of profit. Unless deep and strategic 
iimovation is taken very seriously, the company's days might already be 
numbered (Rowan Gibson 2008). 
Shah (2006) deals about right exports strategy for young technology companies in 
India. As per him the first and foremost reason for India to export is to earn 
additional revenue, fattening foreign exchange reserves into a robust cushion for 
the country. Secondly, companies that have been successful in export ventures 
gain credibility, as they are assumed to have withstood international quality tests. 
Collectively, established export credibility signifies that India is fast emerging as 
a global economic power. Thirdly, fi'ee exchange of ideas and cultural knowledge 
opens up immense business and trade opportunities for a company. Export 
orientation also prepares companies in advance to confront emerging threats in 
the form of newer products, consumer demands or trends yet to reach Indian 
shores. Fourthly, overseas sales visits can be coupled with explorations for newer 
customers, machines and vendors. Lastly, global volume keeps one competitive 
and less vulnerable, as a business boom in one market may offset gloom in 
another. 
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Shah also observes that China offers equally inexpensive production wage rates 
but is much more productive. While Indian manufacturers must improve 
productivity, if they are able to provide the desired comfort to international buyers 
through effective communication, they may be able to offset the advantage of 
Chinese labour. Transparency of the company's capabilities and capacities, 
background of promoters, employee profile, financials and independent quality 
assurance systems will attract and gain customer confidence. Further, 
implementation of health and safety standards, investment in employee training, 
participation in various issues, will yield huge dividends. 
He recommends that the SME segment can piggy back on the MNCs operating 
here and offer various parts and components that fall within their scope or even 
work with them (invest) and develop a model for manufacturing to their 
specifications and subsequently exporting through them. Where there is a lack of 
technology, SMEs must seek out overseas companies that have technology but are 
not ready to open shop in India. Today, they would gladly offer technical 
collaboration. Here the technology provider will (to protect its traditional market) 
restrict the Indian partner's access to sales territories outside India, but may make 
buy back arrangements to increase its own profit. 
India's Competitive Advantage vis-a-vis other nations have been studied by many 
organizations. The one published in 'World Competiveness Yearbook 2001' is 
shown in Figure 3.2. India is favourably placed on the parameters of Productivity 
and Quality and not on Cost. 
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Figure 3.2: India's Competitive Advantage Vis-a-Vis Other Nations 
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Madsen (1989), indicates that the factors like product, industry and export market 
characteristics linking to export performance get mediated by export marketing 
strategy; by this, export marketing strategy takes centre-stage in determining 
export performance, 
Rajnish Karki (2004) has some suggestions on global business for Indian 
companies. He says that the global advantages could be rooted either singly or 
through a combination of natural cost, and skill factors. Indian organizations may 
initially base their global business on a single advantage but will tend to build 
second order advantages like technological and managerial skills or product and 
institutional brands over a period to strengthen and create substantial positions in 
global markets. 
He expects that the global focused branch or type of strategic direction will 
become pervasive among Indian organizations and industries will develop world 
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class capabilities and look to exploit business potential in overseas markets. The 
primary agenda will be to continue to aim higher, maintain focus and set world 
class standards, and to develop sustainable technology or brand-based advantages. 
The structure is likely to be functional or geographical divisions, and in some 
cases, global product divisions, where they have reached certain size and 
managerial depth. The organizations will need to institute dynamic reward 
systems and create a culture of organizational innovation and excellence. 
Zou and Cavusgil (2002) advocate that m-anagers should first carefully assess the 
attractiveness of various key regions or markets and carry on marketing activities 
in areas deemed essential. Second, an attempt to integrate competitive moves 
recognizes that the key regions or markets of the world are now tightly 
interlinked. Competitive pressures should dictate whether activities in certain 
markets (say, in home markets of chief rivals) should be subsidized for the benefit 
of the entire organization. Third, standardization of the promotional mix enables 
firms to gain worldwide efficiencies. 
Finally, they point out, a key determinant of performance in global market lies in 
manager's ability to establish common needs among customer segments 
worldwide so that core product features are kept intact. In practice, managers may 
depart from a totally standardized product to meet regulatory restrictions or 
channel preferences. Nevertheless, a standardized product will provide the firm 
with substantial efficiency in its global operations. 
Ghemawat (2001) discussess about distance between buyer and seller separated 
by countries in a global market setting. The distance between two countries can 
manifest itself along four basic dimensions: cultural, administrative, geographic 
and economic. The types of distance influence different businesses in different 
ways. Geographic distance, for instance, affects the costs of transportation and 
communications, so it is of particular importance to companies that deals with 
heavy or bulky product or whose operations require a high degree of coordination 
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among highly dispersed people or activities. Cultural distance, by contrast, affects 
consumers' product preferences. It is a crucial consideration for any consumer 
goods or media company, but it is much less important for a cement or steel 
business. 
Taking the four dimensions of distance into account can dramatically change a 
company's assessment of the relative attractiveness of foreign markets.Factoring 
in the industry effects of distance is only a first step. A full analysis should 
consider how a company's own characteristics operate to increase or reduce 
distance from foreign markets. 
Julian (2004) studied the key factors influencing in the export marketing 
performance of Thai export firms. The export performance scale developed by 
Cavusgil and Zou (1994) was refined by him and tested in Thailand. This study 
considers a comprehensive set of potential determinants of export marketing 
performance and the unit of analysis is the individual product-market export 
venture. The results of the factor analysis identify firm-specific characteristics, 
export marketing strategy, and the level of competition in the export market as the 
key factors influencing the export marketing performance of Thai export ventures. 
Global marketing strategy is conceptualized based on three main perspectives 
namely standardization, configuration-coordination and integration by Zou and 
Cavusgil (2002). The antecedents for applying these approaches and especially 
that of integration and coordination are global orientation and participating in 
major markets. 
Due to inadequate capital and marketing infrastructure, small and medium-size 
manufacturers find it difficult to market their products directly to consumers. 
Hence they tend to export indirectly through export agencies and other 
middlemen. It is also found that they are in a position to offer to the specific 
demands of overseas customers (Bello and Williamson 1985). 
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Humphrey and Memedovic (2003) describe how the relationship between 
assemblers and suppliers has changed. There is a growing preference for using the 
same suppliers in different locations (follow sourcing), which limits the 
possibilities for component supplying by local producers in developing countries. 
However, opportunities in second-tier sourcing, where a global reach is not 
required, do exist. They show that developing countries can increase the 
possibility of integration into the global value chains of transnational automotive 
companies by opening up their domestic markets. 
Miesenbock (1988) opines that the Management of the firm should be considered 
a major force behind the initiation, development, sustenance and success of a 
firm's export effort, because of the involvement and direct responsibility in the 
export decisions. 
Rosson and Ford (1982) has indicated similar view like Miesenbock in that 
companies have achieved better export performance by management commitment 
in terms of allocation of time and money. 
June and Collins-Dodd (2000) found that research on exporting has been 
conducted around three paradigms: the resource based paradigm, the contingency 
paradigm and the relational paradigm. The resource-based paradigm suggests that 
firm-level activities are determinants of firm's export propensity. The empirical 
research has dealt on the influence of firm size, firm experience, firm 
competencies and marketing strategies on export performance. 
Styles and Ambler (1994) observe that the empirical findings regarding the effect 
of marketing strategy and other variables on export propensity and performance 
have been inconsistent and fragmented. 
Aaby and Slater (1989) propose differences in the size of firms as a significant 
variable affecting directly or indirectly export behavior and performance. 
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While reviewing the empirical literature from 1987 to 1997 on determinants of 
export performance, Zou and Stan (1998) concluded that most positive effects are 
found when size of the firm is measured by sales turnover and at the same time, 
negative effects are found when consider number of employees for judging the 
export performance. 
While exploring segmentation of US firms for export development, Czinkota 
and Johnston (1981) found that the proactive exporter performs better in terms of 
sales volume, follows more cohesive export marketing strategies, and is more 
likely to be service oriented than are reactive firms. 
June and CoUins-Dodd (2000), while studying export performance of small and 
medium-sized enterprises, proposed that sales and distribution strategies, 
including strategic partnerships and the use of intermediaries to be related to 
export success. 
Cavusgil and Zou (1994) in their work on Export Marketing Strategy and 
Performance relationship, identified a conceptual framework. They included two 
correlates namely internal forces consisting of company and product 
characteristics and external forces consisting of export market and industry 
characteristics to study the impact of performance of an export venture. As they 
tested the fit between Export Marketing Strategy and the exporting firm's internal 
and external environments resulting in export performance, the fi-amework 
becomes one of contingency paradigm as defined in strategic management. (At a 
later period, Morgan et al. (2004) and Neill et al. (2006) corroborated the same 
findings.) 
Also, Cavusgil and Zou (1994) found that both technology intensity and the 
degree of price competitiveness impact upon elements of Export Marketing 
Strategy. They also indicated a positive influence of product adaptation on 
composite export performance. 
69 
Cavusgil, in another paper (1994), argues that small enterprises can quickly 
internationalize because of reasons such as development of niche markets, 
changes in process technology, advances in communication technology, and 
inherent advantages of small enterprises such as quicker time and flexibility. 
Lado et al (2004) developed a model that explains export sales volume by 
destination based on a company's export marketing strategy. A seemingly 
imrelated regression model (SURE) simultaneously estimates the explanatory 
value of the different elements of the marketing strategy, as well as company 
characteristics, such as experience, size and motivation to export, on entry 
decisions to six different regional markets made by exporting companies in a 
southern European country. Findings confirm the importance of exporting 
experience and pro-activeness in determining high export sales volumes in every 
regional market except for those psychologically close. Nevertheless, different 
marketing strategies depending on the region lead to high export sales volumes. 
For example, low price strategies in the case of Latin America or differentiation 
strategies based on the augmented product in the case of the USA generate high 
export sales. Promotional expenditures are of higher importance for distant 
markets, but for closer markets channel development is the key. 
Knight (2000) finds that the foreign market opportunity and the market 
information are significant factors for SME firms to start their export. 
Leonidou (1995) defines export barriers as "Barriers to exporting are all those 
attitudinal, structural, operational, and other constraints that hinder the firm's 
ability to initiate, develop, or sustain international operations." 
Suh and Khan (2004) declares that productivity is a necessary component of 
accelerating exports since it promotes cost efficiency, and thus profitability, and 
consequently provides a primary incentive to export. This meant that poor 
productivity inevitably impeded firms from achieving strategic export 
performance. 
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Lages (2000) advocates that marketing strategy formulation should be viewed as 
an antecedent to performance outcomes going by history. 
Leonidou, Katsikea and Saeed Samiee (2002) studied marketing strategy 
determinants of export performance and reported that identifying the marketing 
strategy elements that influence export performance has been the subject of 
sizeable empirical research; however, the findings reported in the literature are 
characterized by fragmentation and diversity, limiting theory development, and 
improvement of management practice in the field. Their assessment reveals that: 
(a) although many marketing strategy variables demonstrate positive effects on 
overall export performance, the relationship is not always significant; (b) of the 
export performance measures examined in various studies, stronger effects are 
observed in relation to export proportion of sales; and (c) time of study, 
geographic focus, and product type had a limited impact on the effect of 
marketing strategy elements on export performance. 
Leonidou (1995) observes that export marketing problems are often classified as 
internal and external. Internal export problems are intrinsic to the firm and are 
usually associated with insufficient organizational resources for export marketing. 
Ramaseshan and Soutar, (1995) points out that external export problems are 
related to the industry, the export market and the macro environment. 
Jain (1989) argues that technology and intensity of price competition in the 
industry are important determinants of the marketing strategy. 
Kelly and Kohne (1982) examine the personnel element in achieving and 
maintaining overseas marketing success and suggested strategies for selection, 
preparation, utilization and support of personnel for overseas assignments. As per 
them engineering project manager should have technical capability, stability, 
leadership and communicative ability. They stress the importance of local 
representatives for furnishing market intelligence and advice in local customs. 
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legal and tax implications. Integration of local country engineering partners into 
the total team effort overseas is recognized as a critical element of success. 
Many Japanese marketing executives recognized that intense competitive pressure 
in their domestic market has resulted in great efficiency and the ability to compete 
successfully on an international scale (Lazer et al, 1985). 
Morgan, Kaleka, and Katsikeas (2004) indicated that several authors have only 
provided fragmented results on developing a widely accepted model of export 
performance, thus limiting theoretical advancement in this field. 
Madsen and Tage Koed(1998), while studying managerial judgment of export 
performance noted that the managers of the export firm and the shareholders may 
have differing views on setting targets which makes it much more difficult to 
reach consensus concerning the operational measures to be used. 
While evaluating the export performance measurement, some authors have 
followed static method in terms of time frame (Hart and Tzokas 1999). This 
essentially means that they have not taken past performance into account. 
However, yet another group of authors (Rose and Shoham 2002) have taken care 
of past performances into account. Surely, the later method gives better exposure 
in terms of judging the evolution of performance indicators. 
Myers (1999) suggests a measure like ROI (Return on Investment) to assess 
export performance. 
While working on the motivation forces underiying the export decision of Greek 
food manufacturers, Katsikeas and Paapalexandris (1992) found empirical support 
for unique products and automation capabilities to motivate export adoption. 
Study on internal determinants of export marketing behavior by Cavusgil and 
Nevin (1981) indicate differential advantages occurring in terms of unique 
products and technological intensity. 
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Significant differences were noticed between exporters and non-exporters in 
terms of product research and development (Kau and Tan 1989) 
Naidu and Prasad (1994) observes that the higher the firm's stock of competence 
(including production capacity) for export development, the higher the propensity 
for regular export. 
While exploring the firm and management characteristics as discriminators of 
export marketing activity, Cavusgil and Naor (1987) reasoned that the degree of 
commitment of resources, such as personnel and information gathering, to achieve 
international goals to be significant factor in explaining differences in 
international activity. 
Moen (2002) declares newly established global firms are significantly different 
from that of both new and old local firms regarding international vision but not 
from the traditional global firms. 
Moen (1999) argues that small exporting firms had a stronger competitive 
advantage in terms of products and technology than larger exporting firms. 
Scott (1989) has given out his findings about Japanese approach towards long 
term growth. The Japanese have made dramatic progress by nurturing 
manufacturing and export capabilities in sectors targeted for their long-term 
growth opportunities rather than today's costs and benefits. It is informed by the 
dynamics of declining cost curves, technological muscle building, and the 
possibilities of attaining leadership in product design, customer service, 
manufacturing costs, and quality. It is a new theory of getting and keeping 
dynamic comparative advantage, a theory that allows a nation to come from 
behind and overtake a competitor, thus creating an advantage where one did not 
previously or inherently exist. 
Bradley (1999) finds that by slowly deepening its involvement in international 
markets, a firm learns from mistakes and successes so that it can control its 
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continued growth through internationalization. Learning by exporting means that 
the firm becomes famiUar with the demand conditions in the eventual host 
country: the selling methods, distribution system or mode of transfer of products 
and services. By agency representation, the firm learns how to do business with a 
host country organization. Agencies also allow the firm to cope with legal and 
cultural constraints. The transition from agencies to branch sales office is 
facilitated by the manufacturer's gradual accumulation of information about the 
foreign market, acquired through monitoring its foreign agents and by expansion 
in sales volumes to levels which would support a facility of minimum economic 
size. 
Companies often have complex warehousing environments, with inventories 
being managed at multiple, dispersed facilities. This situation often results in a 
non-federated structure where each facility ends up employing different 
operational processes and deploying differing systems. The end result is increased 
complexity in managing operations, a lack of centralized visibility, and higher 
infrastructure and ownership costs due to complex systems integration. As a 
result, many companies are beginning to consider the standardization of 
warehouse management processes. Crucial to this strategy is the consolidation of 
the warehouse management system (WMS) that unifies various solutions 
(Gopikrishnan 2008). 
He also adds that the principal challenge is to efficiently and effectively execute 
the consolidation strategy while retaining the local character of specific 
warehouse operations. That's because warehouses typically serve a local clientele, 
where process localization and customization are usually necessitated by the need 
to cope with business practices, stock keeping unit (SKU) distribution, volumes 
handled, item velocity, availability of material handling equipment (MHE), local 
holidays, labor policies, etc. Hence, the WMS consolidation strategy requires 
localization of fiinctionalities from a universal collection of standardized 
processes. 
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Market concentration and market expansion, as overseas marketing strategies, 
have been studied by few researchers 
Kotier (1998) proposes that it is important for a company to decide whether to 
market in a few countries or many countries. It makes sense to operate in fewer 
countries with a deeper commitment and penetration in each. A company should 
enter fewer countries when market entry and market control costs are high, 
product and communication adoption costs are high, population and income size 
and growth are high in the initial countries chosen or dominant foreign firms can 
establish high barriers to entry. The candidate countries should be rated initially 
on three major criteria: market attractiveness, competitive advantage, and risk. 
Williamson et al. (2006) give out ways and means when one decides about market 
expansion. As per them, export market selection consists of three stages: 
screening, identification, and selection. In the screening stage, macro level 
indicators, such as political stability and socio-cultural factors, are used to rule out 
countries that do not meet the firm's objectives. 
In the identification stage, management uses variables that are specific to the 
product-based industry to generate a short list of countries that warrant fiirther 
investigation in the selection stage. Examples of such variables are size and 
growth of the unport market for the product in the country and competitiveness of 
the import market with respect to the product. In the final stage of the export 
market selection process (i.e., the selection stage), management uses firm-specific 
criteria (e.g., profitability, influence of the foreign market opportunity on the 
exporting firm's portfolio of exports) to make the final selection of one or more 
export markets from the short list generated during the export market 
identification stage. 
Reid (1981) examines the varied empirical findings of the relationship between 
firm, individual characteristics, and foreign entry expansion behavior. The results 
of his research support the view that such activity is neither exclusively 
75 
determined by structural or managerial factors and is really the result of 
interaction between both types of variables. He proposed that foreign entry and 
expansion can best be understood as an adoption of innovation-type behavior. He 
also indicates that foreign entry behavior is likely to be more structurally 
determined in the larger firm. 
Cooper and KJeinschmidt (1985) argue that export sales are an important route to 
growth for the small to medium sized firms. Their study results show that the 
types of foreign markets selected, segmentation strategies and product strategies 
all have a pronounced impact on export sales and growth. 
Research of Denis, Jean-Emile and Depelteau, Daniel (1985) focuses on the 
export expansion process of small and middle-sized manufacturing firms and 
some of its correlates: diversification and geographical market distribution, means 
of acquiring information and modes of international distribution. The study 
reveals the overwhelming influence on export expansion of information acquired 
from business transactions as opposed to reliance on private or public information 
services. 
Pricing plays very important role as a overseas marketing strategy as studied by 
many researchers. 
McDonald and Cavisgil (1990) find that pricing has been used by the Japanese as 
a major competitive tool to enter markets. 
Monroe (2003) argues that pricing plays of critical role in the internationalizing 
firm's effort to be globally integrative yet locally responsive. For example, 
pricing can reflect a clear, direct, and immediate signal to customers about the 
firm and its products, help establish the firm's competitive position in local 
markets, and serve both a market-clearing and a network-integrating mechanism 
in the firm's internationalization efforts. 
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Solberg and Yaprak (2006) have come out with very intete^HQg resuhs on Priciqj|j| 
Practices of Exporting Firms. ^ ^'' " 
First, in the context of standardization versus adoption of strategies in export 
markets, they found that globahzation of markets did not necessarily lead to 
standardized prices: price differentiation across markets was still well practiced. 
Market idiosyncrasies, such as different levels of country risk, market size, and 
strategic importance of the market to the firm, typically justified adapted prices in 
local markets. This held true even in cases in which markets were intertwined 
(i.e., Scandinavian countries) but had different sets of local conditions. Moreover, 
companies were actively exploiting these differences. For example, even global 
price leaders that had the power to implement uniform prices deliberately used 
differentiated prices when necessary. 
Second, their work showed that information sources tend to become more varied 
and more sophisticated as the international preparedness of the firm increases. 
They found that the firm valued not only the increasingly multifaceted content of 
its information but also the information independence (from its foreign partner) 
that it gained as it became increasingly more internationalized. These firms tended 
to use information asymmetry to their advantage as they gained increasing 
international experience. They also found that industry globality can be an 
important ingredient in the firm's approach to export pricing; in general, the more 
global the firm's industry, the more the firm must make it prices internationally 
competitive. 
Third, they discovered the firms with higher degrees of international preparedness 
(e.g. multi-local price setters and global price leaders) preferred to hold much 
tighter control over their prices in different markets than their less experienced 
counterparts. Although in some cases they extended some flexibility to their local 
partners, they typically tended to retain close control over the entire pricing 
process. They were aware of the critical role of their distribution partners in their 
77 
local markets, but they also wanted to guard against any opportunistic behavior 
their partners could undertake while pricing their products. 
Fourth, they found that with the exception of firms with limited international 
involvement ambitions that preferred to use rigid cost-plus approaches to pricing, 
most others were sensitive to the relevant idiosyncrasies of their local markets and 
thus tended to adapt their prices. 
Fifth, although they conducted their research in three distinct markets, they also 
found that country background was not a factor in the pricing behavior of their 
sample firms, possibly indicating that pricing problems and approaches might be 
relatively universal not country and culture specific. 
Global markets no longer allow a company time to introduce a product and then 
scale up. Now imitators-usually lean enterprises -can bring "me too" products to 
market so rapidly that first-mover companies have no time to inculcate brand 
loyalty ,let alone recover their development costs. Lean competitors, with faster 
reflexes than old mass-production companies, work on shorter product-
development and life cycles, and they manufacture almost anywhere Korea, 
Mexico, Israel. 
For Companies to gain and hold market leadership today, they have to design the 
cost out of their products when they set initial levels of quality and fiinctionality 
and they have to calibrate product performance to an identified price niche. 
To develop system and component targets for its suppliers, Komatsu relies on 
data on historical performance and cost it has recorded in fiinction and cost tables. 
Function tables, containing information about the physical characteristics of each 
component, help designers determine the company's best-performing 
components. Cost tables, containing information about the costs of components, 
help designers identify the low-cost components. By, in effect, overlaying one 
table on the other, Komatsu engineers identify the target cost of the best 
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component for a given project. This target cost becomes the suppliers' target 
price. 
Supply chain management has been studied by few researchers as a overseas 
marketing strategy. 
A supply chain is the process of transferring goods from their points of origin to 
markets or to end customers. In the past, suppliers reengineered only their end of 
the supply chain, by reducing absolute inventory or inventory in general, cutting 
throughput times and so forth. But what if a supplier could adjust its supply 
chains in ways that improved the service its customers received and their 
performance? Jan Holmstrom, et al. (2000) have a solution for this as below. 
The Order Penetration Point (OPP) is the place in the supply chain where the 
supplier allocates the goods ordered by the customer. Goods might, for instance, 
be produced after orders come in ("make to order") or allocated from a warehouse 
once the orders have been received ("ship to Order"). The Value Offering Point 
(VOP) -the second place where the demand and supply chains meet- is where the 
supplier frilfills demand in the customer's demand chain. Although moving the 
VOP back in the demand chain is largely in the customer's interest, the supplier 
can benefit if it simultaneously moves the OPP. Ordinarily moving the OPP 
benefits one party at the expense of the other. But by coordinating movements in 
both the demand and supply chains, suppliers can improve their customers' 
performance and at the same time generate step changes in the efficiency of their 
own operations. 
By tweaking the demand-supply chain, suppliers can offer their customers 
completely new value propositions and improve their supply chains-without being 
forced to weigh the benefits of customer service against its cost. The means to this 
end are the repositioning of the value offering point at the customer's end of the 
supply chain and the exploitation of better information about customer demand. 
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Effective supply chain management is the only way to make efficient use of 
global sourcing strategies and especially, the huge manufacturing capacity of 
China and the Pacific Rim. Although globalization has reduced production costs 
in a wide range of sectors, the trend to source components or even finished goods 
from China and elsewhere has made the supply chain manager's task far harder 
(Pritchard 2007). 
In heavy or complex manufacturing, supply chain problems can lead to cancelled 
orders running into billions of dollars, or severe penahies for late delivery. 
As manufacturers move away from vertically integrated production, the supply 
chain suddenly becomes critical. 
The increasing demands of customers, as well as the drive to cut supply costs, are 
causing manufacturing companies in particular to renew their investment in 
supply chain technologies. 
For Kautex-Unipart, an automotive component manufacturer based in Coventry, 
in the UK, supplying BMW's Mini production line with fuel tanks came with an 
onerous condition attached. The company had to achieve 100 percent delivery 
accuracy, matched to BMW's JIS 5000 manufacturing process. 
The tanks even have to be stored the right way round in the shopping containers. 
If they are not, BMW's production robots cannot fit them. 
The company used a photographic identification system to ensure that tanks can 
only leave Coventry if the order exactly matches BMW's requirements. 
"Getting supply wrong is the cardinal sin in the automotive industry," says Jan 
Parylo, IT manager at Kautex-Unipart. 
To succeed in today's highly competitive marketplace, organizations must 
embrace a customer-centric supply chain model that allows them to sense, plan 
and respond to real-time demand signals across a network of partners, suppliers, 
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retailers and customers. A demand-driven approach helps companies dynamically 
adjust to inventory inefficiencies, and provide earlier signals of demand changes 
so that suppliers anywhere in the world are properly notified when it is time to 
adjust their production (David Morgan 2008). 
Due to the impact of globalization and the current economic conditions, 
companies across all segments and sectors (irrespective of their size) are facing 
serious business challenges and pressures. These include reduction of profit 
margins, high customer expectations, and bigger supply chain complexities. 
Customers are now requiring manufacturers and suppliers to deliver highly 
configured, made-to-order products with more specialized features than ever 
before. Rapid product proliferation and shrinking product life-cycles are also 
forcing manufacturers to not only innovate across product portfolios, but find new 
approaches for bringing products to market. 
The globalization of the supply chain brings rewards, such as cheaper labor costs, 
but also new risks like longer supply chain lead times and the need to maintain 
greater local inventory. 
Chris Noonan (1996), in his paper deals about the value chain approach in 
marketing. Recent thinking in marketing is focusing on the need for 
manufacturers to understand the 'Value Chain' and the importance of adding 
value throughout the distribution chain or pipeline, both to suppliers and 
distributors (which can include foreign market importers and the various tiers in 
the trade channels) and on down the line to final consumers or users. 
In international markets it is just as important that the supplier focuses his 
resources on that part of the chain where his company has a distinctive differential 
advantage. That approach would encourage a company to out-source for things it 
is weaker at, and build partnership relationships with other links in the chain. 
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The overall result of cooperative approach to managing the international supply 
chain will be to increase satisfaction rewards and associated benefits at each stage 
of the chain, with improved product quality, customer service and overall pipeline 
earnings, with better pricing and costing structures for each link to and including 
the final user or consumer. 
Harold Chee and Rod Harris (1993) depicts market entry strategy as shown in 
Figure 3.3. 
Figure 3.3: Market Entry Strategy 
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The choice of method of entry into foreign markets for many firms is a 
fundamental and critical decision in international marketing, since the entry 
technique will influence the rest of the marketing programme. 
Donaldson and O'toole (2002) points out that the success of many international 
ventures depends on managerial effectiveness. This is especially the case in 
international relationships and networks. Managers bred on a competitive and 
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hierarchical management philosophy require a different set of skills for co-
operation and consensus. In advance of making international decisions it is 
important to consult partners before you act and involve them in the decision 
process. Often international relationships require commitment up-front. 
Sheth (1996) observes that companies move from domestic sourcing to 
international sourcing, collaboration with foreign suppliers has become 
increasingly important. There is a shift of marketing paradigm from transaction to 
relationship. It is understood that the success of an organization depends on its 
long term relationship potential with the supply chain partners. Figure 3.4 is a 
representation of the paradigm shift in the organizational buying behavior due to 
globalization. 
Figure 3.4: Organizational Buying Behavior due to Globalization 
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Strategic Intemational Alliance (SIA) is a business relationship established by two 
or more companies to cooperate out of mutual need and to share risk in achieving 
a common objective. 
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Cateora and Graham (2001) observe that Strategic alliances have grown in 
importance over the last few decades as a competitive strategy in global 
marketing management. SIAs are sought as a way to shore up weaknesses and 
increase competitive strengths. Opportunities for rapid expansion into new 
markets, access to new technology, more efficient production and marketing 
costs, and additional sources of capital are motive for engaging in strategic 
international alliances. 
Varadarajan and Jayachndran (1999) proposes that there is a requirement of high 
investment in R&D for successfully carrying out innovation. This could only be 
done if it leads to long term competitive advantage for the firm. 
Kotler and Amstrong (1996) declare that the buyers favour products offering the 
most quality. 
Buzzell and Gale (1987) finds that quality has been linked to improved 
competitiveness and Szymanski et al. (1993) argue that quality results in 
improved performance in international markets. 
We have reviewed the extant literature on Overseas Marketing Strategies in terms 
of many strategic approaches. They have shown reasons for export behavior of 
various size of firms like Small, Medium and Large. The following are main 
points of review. 
1. Global Market is a single market. Competitive pressure in Domestic Market 
helps compete successfiilly in Global Market. 
2. Management commitment in terms of time and money help export. 
3. Size of the firm affects export performance. Small size firms can quickly 
internationalize. Export agencies help small firms. 
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4. Export experience and sales volumes are related. Many firms use export 
experience and export information to their advantage. Personnel element is 
related to export success. 
5. Automation motivates export adaption. Productivity of a firm is related to 
acceleration of exports. 
6. Some firms follow cost - plus strategy for pricing. 
7. Many firms follow customer - centric supply chain model. 
Also many studies on strategic innovation, technology companies, export 
performance scale, resource based view (RBV), determinants of export 
performance, framework of export marketing strategy and performance 
relationship, low price strategies, differentiation strategies, channel development, 
export barriers, propensity to export, market concentration and expansion, lean 
competitors, value chain, strategic international alliance and quality have been 
reviewed. 
3.3 STUDY OF MARKETING STRATEGIES OF AUTO COMPONENT 
INDUSTRY 
We review previous work done on marketing strategies specific to auto 
component industry in this section. We find that very little work has been done. 
When U.S Automakers began losing market share to Japanese Companies, they 
were forced to confi-ont a growing gap in both cost and quality. Recognizing that 
upstream component quality was critical to their end product and seeing the 
success of the Japanese Keiretsu model of networked suppliers, the Big Three 
began to move design, engineering and manufacturing work to specialized 
partners. They hammered out strategic sourcing relationships for complex 
subassemblies such as seats, steering columns, and braking systems. To win a 
significant share of their business, chosen suppliers had to meet tough cost and 
quality specifications. More important, to ensure the long-term success of 
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partnership, both parties had to open their books, sharing detailed information that 
became the basis for continual quality and cost improvements over many years. 
Both parties shared in the savings generated from improved efficiency, which 
provided ongoing incentives to identify and remove unnecessary costs 
(Gottrfredson, Puryear and Phillips 2005). 
3.4 STUDY OF OVERSEAS MARKETING STRATEGIES OF AUTO 
COMPONENT INDUSTRY 
Next we review previous study done on overseas strategies of auto component 
industry. Here again, we have not found much work done by researchers. 
Strategic manufacturing is becoming a partnership between the big corporations 
that preside over design, assembly and marketing of finished products, and fewer, 
smaller, smarter suppliers - often single-source suppliers (Burt 1989). 
The cheapest component is in the long run, not necessarily the least expensive. 
Once the cost of poor quality is factored in downtime on the line, rework, scrap, 
warranty work, legal fees, and so on-the cheapest may well be the most costly. 
Managing suppliers means aiming for the lowest "all-in-cost," the lowest cost 
when all is said and done, not the lowest initial price per unit. Because poor 
quality is so expensive, procurement offices have to use more care in selecting 
suppliers than ever before. 
In the early 1980s, buyers in the automotive industry were notorious for driving 
hard bargains aimed at getting the lowest possible price. Buyers in purchasing 
were "price takers," bid receivers largely relying on competitive market forces to 
set prices. In consequence, quality problems on incoming material resulted in lost 
productivity and shoddy workmanship. 
Perhaps the most vexing issue between mianufacturers and the suppliers is price. 
Since suppliers are often entering into long-term single source contracts- in some 
cases, for parts they design-they might seem to have a new leverage in bargaining 
with major customers. 
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Not really. In fact, new-style supplier partnerships intensify the dependence of 
suppliers on major manufacturing corporations, and the latter would be well 
advised not to press this advantage too hard. 
Moreover, suppliers compete intensely at the design stage. They can tie up their 
design engineers and CAD/CAM facilities for weeks with no assurance of making 
a dime. Suppliers are increasingly asked to compete like contractors but to 
deliver like architects. 
Partnerships are based on interdependency and respect. The supplier needs a 
responsible, steady customer for its products and services. Manufacturing 
companies recognize that they need suppliers to share schedules, brainpower and 
financial information. 
3.5 STUDY OF OVERSEAS MARKETING STRATEGIES OF INDIAN 
AUTO COMPONENT INDUSTRY 
Now we move on to review literature on overseas marketing strategies of Indian 
auto component industry. 
Jose Paul (2007) recommends that in order to sustain past growth rates and move 
up the value chain in the long run, it would become essential for Indian auto 
component manufacturers, especially for SMEs, to significantly invest in research 
and development to offer breakthrough technologies. As a percentage of sales, 
globally, companies spend about 3-5% on R&D while in India, the figure is a 
paltry 0-3%. 
He suggests that rather than limiting themselves to just cost reduction, product 
improvisations and adaptation to local conditions, what should drive players in the 
sector should be the desire to compete with the global players in innovation and 
technology development. Where else in the world will one find the automotive 
hubs meshing with IT hubs? It is time for companies in India to leverage this 
significant advantage to move up the value chain. 
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The Indian automotive industry should focus on high-end customers in Europe 
and the US where our quaUty levels coupled with respect for contracts and IPR 
comfortably surpasses those of China. In terms of absolute volumes, China is way 
ahead of India and its skills in low-end and commodity products is quite 
something else. We are preferred for higher-end and niche customers where 
quality is paramount. India also has an edge when it comes to language, contracts 
and legal systems because those become very important issues for foreign 
companies (Ganesh 2006). 
Prahalad (2005) gives guidelines for small firms in the Auto Component Sector 
going global. He says "the world is witnessing new forms of globalization. For 
example, we have traditionally associated globalization with large multinational 
firms. Today, small firms are going global. I call this phenomenon the emergence 
of "micro multinationals" for many of these micro multinationals, more than 90 
percent of their work may come from overseas customers. They have to follow 
the same set of rules that large companies do. At the same time, they find a way to 
do it. The Indian firms may already be inventing a way of managing global 
operations at low cost. 
He has estimated that the centre of gravity for the automotive industry in India 
(i.e, 82% of all the cars sold in India) is about USD 4,500 to 5,000. The centre of 
gravity for the US auto industry is about USD 20,000. This means that there is a 
4x difference in price between the Indian and the US auto industry. Probably, the 
fit and finish of an Indian car may not match that of an American car. But the 
components that are used in the (far may hide a different story. If we cannot export 
cars, we should be able to export components with 4x Price advantage. 
He concludes that the auto component manufacturers have significantly improved 
their quality. They have won the Deming prize, Japanese quality award, TQM, 
ISO Certification and so on. So not only are these units capable of producing sub-
systems with a 5-6x advantage over US suppliers, their quality is as good as most 
global players in the automotive component business. 
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Madhuri (2008) has studied about competitiveness of Indian Auto Component 
Industry through costs and capabilities. As per her, Indian auto component 
industry has witnessed high rates of growth since the early 1990s facilitated by 
the economic reforms, availability of cheap and skilled labour and organisational 
responsiveness. Against the background of the increasing export intensity of the 
auto component sector, she has analyzed the composition and the determinants of 
export competitiveness using a Tobit model. Data from the Capitaline database 
covering 179 exporting and non-exporting firms from the automobile component 
industry, for the year 2003 to 04, was used. The sample was further classified by 
ownership domestic, multinationals and joint ventures. This is supported by a 
qualitative case study of organisational capabilities of the auto component 
industry. 
Her central argimient is that export competitiveness on the basis of low labour 
cost alone does not give any comparative cost advantage to the firms unless the 
productivity of that labour is enhanced. While wage intensity is intended to 
capture the comparative advantage of firms with respect to cheap labour, more 
data on man hours is required to analyse productivity. Other variables such as 
import intensity and distribution expenses are used to capture the role of 
deregulation in the policy framework and the growing logistics capability of auto 
component firms. The study finds that while cheap labour is an important factor 
influencing the export competitiveness of multinational firms, distribution 
intensity is an important factor driving the exports of domestic firms. The case 
study analysis of the domestic auto component sector finds that faced with low 
volume constraint which prohibits capital deepening investments, companies are 
investing in soft skills to improve their production and organisational capabilities. 
These companies are moving up the value chain through low cost automation, 
better work practices, backward integration and transfer of best practices. 
Saranga (2008) has carried out the performance analysis of the Indian auto 
component industry from the perspectives of an original equipment manufacturer 
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and a component supplier. Various efficiency measures are estimated using Data 
Envelopment Analysis with publicly available financial data on a representative 
sample of 50 firms. The first stage analysis reveals various operational 
inefficiencies in the auto component industry which are subsequently decomposed 
into technical, input mix and scale efficiencies. The study finds evidence that a 
majority of the inefficient firms are operating in the diminishing returns to scale 
region and demonstrates potential savings through benchmark input targets. A 
second stage analysis aimed at exploring root causes of inefficiencies finds that 
substitution of labour for capital could be causing a variety of inefficiencies 
including the input mix inefficiency in the Indian component industry. The 
empirical results also suggest that, unlike the global auto supply chain, higher 
average inventories are required for higher operational efficiencies in the Indian 
context. Contrary to the popular expectations, the technology licensing does not 
show significant influence on efficiency, at least in the short term, whereas 
efficient working capital management does result in higher operational 
efficiencies. The study also finds the need to reform labour laws which are 
significantly contributing to various inefficiencies in the Indian component 
industry. 
We find that very little work has been done by previous researchers on overseas 
marketing strategies of Indian Auto Component Industry. 
3.6 RESEARCH GAP 
1. There is extant literature on Marketing Strategies. 
a) Many studies have been made on marketing-mix, customer value 
management, product support, core competency, pricing, contingency 
approach, RBV, customer orientation, market orientation and competitor 
orientation. 
b) We find continuity of various concepts over a period. Many models have 
been studied by different authors. 
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2. Many authors have studied very extensively on Overseas Marketing 
Strategies. 
a) There is literature available on export behavior of Small, Medium and 
Large firms, export agencies, study on effect of size of firms, customer-
centric supply chain and innovation. 
b) Some author has studied on a framework of export marketing strategies and 
performance. Yet another author has worked on determinants of export 
performance. 
c) Many studies are available on overseas pricing, technology, market entry 
and market spreading. 
3. Few authors have worked on Marketing Strategies of Auto Component 
Industry. 
4. Very few authors have worked on Overseas Marketing Strategies of Auto 
Component Industry. 
5. Very little study has been done on Overseas Marketing Strategies of Indian 
Auto Component Industry. 
a) One author has proposed that Indian Auto Component Industry should 
invest in R&D and use drivers of imiovation and technology development. 
He indicated that India should use co-existence of Auto and IT to its 
advantage. 
b) Another author discusses about small Auto Component companies going 
global. 
c) Yet another author has worked on operational inefficiencies of Indian Auto 
Component industry. 
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As very little study has been made on Overseas Marketing Strategies of Indian 
Auto Component Industry, there is research gap entailing detailed study on the 
topic. 
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CHAPTER 4 
RESEARCH METHODOLOGY 
The methodology adopted for conducting the study has been presented in this 
chapter. After laying out Research Problem, Research Objectives are set. 
Research Design and Sources of Data have been incorporated. We also formulate 
the Hypotheses. We have explained how Questionnaire has been designed. We 
also give details of Measures and scales. 
4.1 RESEARCH PROBLEM 
Various countries producing automobiles have their own Auto Component 
Industry meant to cater to their requirements. More importantly, the component 
industry in every country is in its own settings of geographical nearness, financial 
systems (credit period etc.), language, culture and many more. Why should any 
automobile company situated in the far-flung of the world buy its components 
from India? What are the needs of the Automobile Industry in any country to look 
outward? Is it only cost? What about Quality, Delivery, Response, Technology, 
Reliability, consistency and many more parameters. 
4.1.1 Problem Statement 
The problem statement provides a perspective of the research. 
The research problem is to identify Overseas Marketing Strategies of Indian Auto 
Component Industry and evaluate them on the basis of size of the firms and 
frequency of usage of the Strategies. 
4.2 SCOPE OF STUDY 
1. The study covers the Overseas Marketing Strategies adopted by the Indian 
Auto Component Industry. 
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2. The study has been conducted during the period July 2004 to July 2008. 
During this period, Indian GDP was growing at CAGR of 8.6%, Indian 
Foreign Trade (Export) was growing at CAGR of 25%, and Indian Auto 
Component Industry export was growing at CAGR of 30.3%. Indian Auto 
Component Industry's export growth during the year 2008-09 is only 
5.5% due to the slowdown in economy. 
3. The study has been made on ACMA - listed companies which are 377 
membership companies in the Auto Component export trade. They have 
been classified as Small, Medium and Large depending on their annual 
export turn-over. Any Auto Component export company which is not 
listed with ACMA is out of the scope of study. 
4. Out of 151 companies from whom valid survey responses have been 
received, 137 of them (91%) have export experience of more than 5 years. 
Balance 14 companies have export; experience of 2 to 4 years. 
4.3 RESEARCH OBJECTIVES 
The current study has been undertaken to examine the Research Problem with the 
following objectives. 
1. To understand the nature of global auto component and automobile industry. 
2. To find out the various requirements of the Overseas Automotive Industry. 
3. To study the overseas marketing strategies of Indian Auto Component 
Industry. 
4. To find out and examine the competitive environment factors, facilitators of 
export and manufacturing practices of Indian Auto Component Industry which 
help formulate overseas marketing strategies. 
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5. To examine the variation in usage of overseas marketing strategies of Indian 
Auto Component Industry in terms of size of the companies. Also to examine 
significant-level usage of overseas marketing strategies. 
6. To make recommendations to the Indian Auto Component Industry on 
improving their Overseas Marketing Strategies. 
4.4 RESEARCH DESIGN 
There are two major types of Research Designs: exploratory and conclusive 
Figure 4.1 depicts a classification of Research Design. 
The primary objective of exploratory research is to provide insights into, and an 
understanding of, the problem confi-onting the researcher. Conclusive research is 
typically more formal and structured than exploratory research. It is based on 
large, representative samples, and the data obtained are subjected to quantitative 
analysis (Malhotra, 2006). 
We have chosen conclusive research design for our research. 
Under conclusive research, the objective of descriptive research is to describe 
market characteristics or fiinctions whereas that of causal research is to determine 
cause and effect relationships. We have chosen descriptive search. 
Under descriptive research, cross-sectional design is used when information is 
collected from any given sample of population elements only once and 
longitudinal design is used when a fixed sample (or samples) of population 
elements is measured repeatedly on the same variables. We have chosen cross-
sectional design. 
Under cross-sectional design, single cross-sectional design is used when only one 
sample of respondents is drawn from the target population, and information is 
obtained fi-om this sample only once. In multiple cross-sectional design, there are 
two or more samples of respondents, and information from each sample is 
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obtained only once; often, information fi-om different samples is obtained at 
different times over long intervals. We have chosen single cross-sectional design. 
The thicker line in Figure 4.1 shows our selection of 'Conclusive - descriptive -
single cross-sectional - research design'. 
Figure 4.1 Classification of Research Design 
Exploratory 
Research 
£ 
Single Cross-
sectiohdi Design 
Research Design 
I 
(q Descriptive 
Resegrch 
Cross-SectlongI 
Design 
I 
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Reseorch Design 
4-
-S\ 
i 
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Design 
Multiple Cross-
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Casual 
Research 
Source: Malhotra (2006). 
4.5 SOURCES OF DATA 
Primary data was collected from Indian Auto Component Manufacturers. 
Questionnaire was sent to senior executives of all the 377 exporting companies 
listed with ACMA by courier and post. Telephone and email was used for follow-
up. Many of the companies were visited personally and senior functionaries were 
met to get the survey response. This was necessitated as the initial response was 
poor; senior functionaries of the companies were under the opinion that a research 
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topic like this seeking responses for strategies used is very sensitive from the 
company perspective. 
After repeated follow-up by telephone, e-mail and personal visits only, the 
response could be got which took many months. 
Secondary data can help us in the following ways (Malhotra, 2006): 
1. Identify the problem. 
2. Better define the problem 
3. Develop an approach to the problem 
4. Formulate an appropriate research design (for example, by identifying the key 
variables). 
5. Answer certain research questions and test some hypotheses. 
6. Interpret primary data more insightfully. 
Since the research topic is of marketing strategies being followed by Indian 
companies which are secretly applied by many of the companies, collection of 
published data through pamphlets, share-holder handouts, news paper interviews, 
seminars, company websites and personal interviews of Senior Executives of 
companies was resorted to. 
After studying the data collected over a period, it was found that the data helps in 
all six ways as given above. 
4.6 HYPOTHESIS FORMULATION 
In order to guide the study in the desired direction, a set of research hypotheses 
have been delineated. 
Literature Review, Secondary Data and extensive discussion with the industry 
executives and academicians helped frame the hypotheses. 
While reviewing the literature, it was found that Zou and Stan (1998) had studied 
very extensively about the impact of size of the firm on the export performance by 
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considering sales turn-over for judging the size of the firm. This was yielding 
positive effects rather than judging the sijx of the firm by number of employees. 
This is how, in our study also, size of the firm has been decided. 
Through literature review it was also found export performance and various 
strategic approaches are differently followed by Small, Medium and Large firms. 
Now we set the first hypothesis as below. 
Ho: There is no difference between Overseas Marketing Strategies of Small, 
Medium and Large Indian Auto Component Companies. 
Hi: There is difference between Overseas Marketing Strategies of Small, 
Medium and Large Indian Auto Component Companies. 
Quite a few authors have studied impact of Marketing Mix in the form of 4Ps on 
overseas marketing strategies. By literature review, it was found that many of the 
Overseas Marketing Strategies of Indian Auto Component Industry are falling 
under one of the 4Ps. Hence it was decided to test hypothesis based upon 4Ps as 
follows: 
Product: 
Ho: There is no difference between Product Overseas Marketing Strategy of 
Small, Medium and Large Indian Auto Component Companies. 
H2: There is difference between Product Overseas Marketing Strategy of 
Small, Medium and Large Indian Auto Component Companies. 
Price: 
Ho: There is no difference between Price Overseas Marketing Strategy of 
Small, Medium and Large Indian Auto Component Companies. 
H3: There is difference between Price Overseas Marketing Strategy of Small, 
Medium and Large Indian Auto Component Companies. 
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Promotion: 
Ho: There is no difference between Promotion Overseas Marketing Strategy 
of Small, Medium and Large Indian Auto Component Companies. 
H4: There is difference between Promotion Overseas Marketing Strategy of 
Small, Medium and Large Indian Auto Component Companies. 
Place (Distribution): 
Ho: There is no difference between Distribution (Place) Overseas Marketing 
Strategy of Small, Medium and Large Indian Auto Component 
Companies. 
Hs: There is difference between Distribution (Place) Overseas Marketing 
Strategy of Small, Medium and Large Indian Auto Component 
Companies. 
Many authors, in their study of Marketing Strategies, Overseas Marketing 
Strategies, Market Orientation, Marketing Technology Products, Antecedents and 
Consequences of Marketing Strategy making. Contingency theory and RBV have 
followed Constructs which they have used for proving their study. 
Our literature review encompassed all these strategic approaches. In order to 
study the various Overseas Marketing Strategies of Indian Auto Component 
Industry as used by Small, Medium and Large sized firms, it was decided to 
formulate few more Constructs based upon the literature review. 
Moen (2002) in his study of bom-global exporting firms, found that the main 
difference between global and local exporters was the higher scores on the 
technology advantage in the former than in the latter group. 
Also, Rennie (1993), indicated that the highly involved exporters often offered 
leading edge technology. 
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We set the following hypothesis based upon Technology Advantage (Product 
Quality and Performance, Uniqueness and Technology). 
Ho: There is no difference between 'Technical Advantage' Overseas 
Marketing Strategy of Small, Medium and Large Indian Auto Component 
Companies. 
He: There is difference between 'Technical Advantage' Overseas Marketing 
Strategy of Small, Medium £ind Large Indian Auto Component 
Companies. 
In order to find out Marketing Strategic approach towards International Customer 
Orientation, another Construct was formulated for hypothesis testing as follows: 
Ho: There is no difference between 'International Customer Orientation' 
based Overseas Marketing Strategy of Small, Medium and Large Indian 
Auto Component Companies. 
H7: There is difference between 'International Customer Orientation' based 
Overseas Marketing Strategy of Small, Medium and Large Indian Auto 
Component Companies. 
In a Original Equipment (OE) environment in which Auto Component Industry is 
placed, pricing strategy is very important and the application has larger business 
implications. In order to find out marketing strategic approach towards low price, 
a Construct was identified for hypothesis testing as follows: 
Ho: There is no difference between 'Low Price' Overseas Marketing Strategy 
of Small, Medium and Large Indian Auto Component Companies. 
Hg: There is difference between 'Low Price' Overseas Marketing Strategy of 
Small, Medium and Large Indian Auto Component Companies. 
By the literature review and also after interviewing few industry executives of 
large size Indian Auto Component companies, it was found that many companies 
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have certain High-end marketing strategies as a differentiated business approach. 
It was decided to make a Construct based upon High-end marketing strategies and 
do the hypothesis testing as follows: 
Ho: There is no difference between 'High-end' Overseas Marketing Strategies 
of Small, Medium and Large Indian Auto Component Companies. 
H9: There is no difference between 'High-end' Overseas Marketing Strategies 
of Small, Medium and Large Indian Auto Component Companies. 
Again in OE environment, quality expectations of customers are very high. The 
customers do not want to check and validate any of the quality parameters set 
between them and sellers while initially placing the order; the sellers are required 
to ensure quality in their manufacturing without any defect being passed on to the 
customers. 
In order to check the quality approach of Indian Auto Component Industry, 
another hypothesis was set as follows: 
Ho: There is no difference between 'Quality' Overseas Marketing Strategies 
of Small, Medium and Large Indian Auto Component Companies. 
Hio: There is difference between 'Quality' Overseas Marketing Strategies of 
Small, Medium and Large Indian Auto Component Companies. 
While studying the profile of Automotive and Auto Component Industry, it was 
found that Auto Component Industry is one of the most competitive industry 
getting exposed to many issues and problems. This was studied very 
comprehensively and nine parameters where found. These parameters have 
profound impact on formulation of overseas marketing strategies of Indian Auto 
Component Industry. The following hypothesis has been set for testing. 
Competitive Environment: 
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Hot There is no difference between Small, Medium and Large companies in 
their approach to 'Competitive Environment'. 
Hn: There is difference between Small, Medium and Large companies in 
their approach to 'Competitive Environment'. 
Indian Auto Component Industry requires certain facilitators of export to carry on 
their business properly. By the literature study and interviews with Industry 
executives, it was found that there are nine facilitators of export. The following 
hypothesis has been set for this. 
Facilitators of Export: 
Ho: There is no difference between Small, Medium and Large companies in 
their approach to 'Facilitators of Export'. 
H12: There is difference between Small, Medium and Large companies in 
their approach to 'Facilitators of Export'. 
In order to ensure utmost online quality of Auto Components, customers and 
suppliers set certain Manufacturing and Shop-Floor Practices prior to award of 
Purchase Contract. By literature review and interviews with industry executives, it 
was found that there are six such manufacturing and shop floor practices. The 
following hypothesis has been set for this. 
Manufacturing and Shop-Floor Practices: 
Ho: There is no difference between Small, Medium and Large companies in 
their approach to 'Manufacturing and Shop-Floor Practices'. 
H13: There is difference between Small, Medium and Large companies in 
their approach to 'Manufacturing and Shop-Floor Practices'. 
All the above hypotheses test for the variability of the Overseas Marketing 
Strategies in the form of various Constructs, Export Marketing environment 
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parameters, Facilitators of Export and Manufacturing and Shop-Floor Practices 
through tests of null and alternate hypotheses. 
It is also decided to check the significant-usage-level of various Constructs by 
Small, Medium and Large firms. Since resources available to a small size firm is 
limited, it was decided to do hypothesis testing based upon small size companies. 
Accordingly, the following hypothesis is set. 
H14: Small size companies will be significantly less likely to use Overseas 
Marketing Strategies than medium and large size companies. 
4.7 QUESTIONNAIRE DESIGN 
While during the literature survey, it was found that in a study of American 
Organizations, Allen and Helms (2001) had developed and tested an appropriate 
scale based on research work of Porter, and Parker and Helms. In this study, 25 
questions regarding various strategic practices were used to operationalize 
Porter's Generic Strategies for an American sample. 
Allen, et al (2006) followed similar Survey Instrument in their study on 'A 
Comparison of Competitive Strategies in Japan and the United States'. 
Our survey instrument is based upon on these two studies. Literature Survey and 
interactions at various times with industry leaders, scholars and academicians. 
In the study, a structured non-disguised questionnaire has been used. The list of 
questions is in a prearranged order and the object of enquiry was revealed to the 
respondents. 
4.8 PILOT STUDY 
After formulating the Questionnaire, it was pretested by personal interview with 
20 respondents, drawn from industry as well as academics, in order to observe 
respondent's reactions and attitudes. Their suggestions and changes were 
considered for making the final draft of Questionnaire and another pre-testing was 
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carried out with the same respondents; this time the Questionnaire was mailed/ 
couriered to the respondents. 
The responses obtained from second pre-testing were coded and analyzed. The 
analysis proved the adequacy of the problem definition and also of the data and 
analysis required to obtain the necessary information. 
4.9 MEASURES AND SCALES 
1) Section A has 46 questions of specific Strategies. There is also one more 
question (question number 47) where the respondent is asked to inform about any 
other strategies being followed by his company other than specifically mentioned. 
The Survey Instrument of Section A has been designed as a Semantic Differential 
Scale. It is a 7 point rating scale with endpoints associated with bipolar labels that 
have semantic meaning. The respondents were asked to rate the strategies 
boimded at each end by one of two bipolar adjectives, "Never" and "Always". 
2) Section B consists of a statements formulated in the form of Likert Scale. 
Likert Scale is a widely used Rating Scale that requires the respondents to 
indicate a degree of agreement or disagreement with each of a series of statements 
about the stimulus objects. 
For Section B statements, the respondent is asked to respond in terms of five 
degrees of agreement or disagreement from "Strongly Disagree" to "Strongly 
Agree" with a "Neutral" degree in between. 
While doing the analysis, response indicating the least favorable degree is given 
the least score (1) and the most favourable is given the highest score (5) (Kothari 
1990). 
3) Section C is divided into three sub-sections. 
Sub-section 1: This consists of nine questions designated as CI to C9 in the 
form of a Likert Scale. Here the respondent is asked to respond in terms of 
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five degrees of agreement or disagreement from "Not Important" to 
"Absolutely Critical" with an "Important" degree in between. 
Sub-section 2: This consists of seven questions designated as ClOi to CIO7. 
Here again the scale is of Likert with five degrees of agreement or 
disagreement from "Not Important" to "Absolutely Critical" with an 
"Important" degree in between. There is also ClOg wherein the respondent can 
mention any other practice of his company and rate it. 
Sub-section 3: This consists of one question designated as Cl l wherein the 
respondent is given his own choice of formulating the question and rate it. 
4) Section D consists of six questions about the profile of the company; the 
respondent is requested to give information about their organization, annual 
turn-over, number of years company has been engaged in export activity, 
number of employees and major countries to which the company exports. 
4.10 TESTS OF MEASUREMENT 
Measurement of survey instrument must meet the tests of validity, reliability and 
practicality (Kothari 1990). 
Tests of validity: 
This indicates the degree to which an instrument measures what it is suppose to 
measure. We tested the survey instrument for validity in terms of content and 
criterion. 
Content validity is the extent to which a measuring instrument provides adequate 
coverage of the topic under study. Its determination is primarily judgemental and 
intuitive. Our survey instrument was evaluated by a panel of industry executives 
and academicians who confirmed the content validity. 
Criterion-related validity relates to our ability to predict some outcome or 
estimate the existence of some current condition. The concerned criterion must 
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possess relevance, freedom from bias, reliability and availability. This also was 
confirmed by the panel of judges. 
Test of reliability: 
We tested the scale for 'internal consistency reliability'. This is used to assess the 
reliability of a summated scale where several items are summed to form a total 
score (Malhotra, 2006). 
The simplest measure of internal consistency is split-half reliability. The items on 
the scale are divided into two halves and the resulting half scores are correlated. 
High correlations between the halves indicate high internal consistency. 
The coefficient-alpha, or Cronbach's alpha, is the average of all possible split-half 
coefficients resulting from different ways of splitting the scale items. This 
coefficient varies from 0 to 1. 
Cronbach's alpha determines how well a set of items (or variables) measures a 
single unidimensional latent construct. When data have a multidimensional 
structure, Cronbach's alpha will usually be low. Additionally, if the average inter-
item correlation is low, alpha will be low. As the average inter-item correlation 
increases, Cronbach's alpha increases as well. 
This makes sense intuitively - if the inter-item correlations are high, then there is 
evidence that the items are measuring the same underlying construct. 
The cut of value for proving internal consistency reliability suggested by Nunally 
(1967) is 0.60. 
The reliability of the questionnaire was checked at two stages one at pilot level 
and other with the help of actual data collected. 
At pilot level, data collected from the panel of industry executives and 
academicians was tested and the Cronbach alpha values were 0.69 for Overseas 
Marketing Strategies, 0.72 for Competitive Environment parameters, 0.66 for 
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Facilitators of Export and 0.67 for Manufacturing and Shop floor Practices. Thus 
reliability of the questionnaire was established at the pilot level. 
Cronbach alpha test was carried out on the actual data collected from 151 
companies and alpha value was 0.88. 
Cronbach alpha test was applied for the 4 Factors of Product Differentiation, 
Focus Product Differentiation, Focus Cost Leadership and Cost Leadership (Table 
4.1). The alpha values are 0.88,0.85, 0.76 and 0.75 respectively. 
Cronbach alpha test results for 4P construct is presented in Table 4.1. 
Table 4.1 
Cronbach Alpha Reliabilitj' Test for 4Ps 
Table 4.2 indicates Cronbach alpha test results of constructs - Technical 
Advantage, International Customer Orientation, Low Price, High-end Marketing 
and Quality. 
Table 4.2 
Cronbach Alpha Reliabilit>' Test for Various Constructs 
Construct 
Technical Advantage 
International Customer 
Orientation 
Low Price 
High-end Marketing 
Qualit)' 
0.65 
0.68 
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Test of Practicality: 
The practicality characteristic of a measuring instrument can be judged in terms of 
economy, convenience and interpretability (Kothari 1990). This was evaluated 
and confirmed by the panel of industry executives and academicians. 
Thus all the three tests of measurement have been confirmed that they are meeting 
the soundness requirement both at pilot level and actual survey level. 
4.11 PRIMARY DATA COLLECTION 
ACMA (The Automotive Manufacturers Association of India) represents 
organized sector of Indian Auto Component Industry adequately by membership 
of more than 500 companies and turn-over of more than 85% of entire Indian 
Auto Component Industry. 
It's active involvement in trade promotion, technology up-gradation, quality 
enhancement and collection and dissemination of information has made it a vital 
catalyst for this industry's development. It's other activities include participation 
in international trade fairs, sending trade delegations overseas and bringing out 
publications on various subjects related to the automotive industry. 
ACMA is represented on a number of panels, committees and councils of the 
Government of India through which it helps in the formulation of policies 
pertaining to the Indian automotive industry. 
4.11.1 Sample Frame and Sample size 
As per the Year 2008 -data base of ACMA, there are 377 membership companies 
who are doing exports. They are located in many parts of India. They were 
classified as per the data below into Small, Medium and Large exporters. 
1. Number of Companies with annual export turnover of up to and inclusive of 
Rs4crore: 170 
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2. Number of Companies with annual turnover from Rs 4 crore to and 
inclusive of Rs 20 crore: 115 
3. Number of companies with annual turnover of above Rs 20 crores: 92 
Since the research title involves overseas marketing strategies which are typically 
handled by top functionaries of Indian Auto Component companies the response 
may get delayed. Considering this, it was decided to go for census method in 
place of sampling. Questionnaire was sent to all the 377 companies. 
Questionnaire was mailed by Courier to CEOs, Senior Executives or Export 
Marketing In-charges of the selected companies. Follow up was done through 
email to start with. Questionnaire was sent by email again to some of the 
companies. Again follow up was done through phone. 
With persistent follow up, response was received from 157 companies with a 
success rate of 41.6%, which is rated as high level of response. 
4.12 LIMITATIONS OF THE STUDY 
1. The entire study was conducted when both Automotive and Auto Component 
markets were at the peak of their performance, much before the global 
recession started during second half of the year 2008-09. The period of study 
is July 2004 to July 2008. Effect of Global slowdown which has started from 
October 2008 has not been reflected in our findings. 
2. The study has been made on ACMA - listed 377 exporting companies of 
Indian Auto Component Industry. The survey response has been received 
from 151 companies out of 377 companies which represents 40% of the 
ACMA membership. The study is not applicable to exporting companies not 
registered with ACMA. 
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3. Auto Component firms have been classified by size into Small, Medium and 
Large based on annual export turn-over. If size is on any other basis, findings 
may be different. 
4. Indian Auto Component Industry has totally 558 players in the organized 
sector (export as well as domestic supply companies); it has more than 5,000 
companies in the un-organized sector. Though exact number of exporting 
companies in the un-organized sector is not known, it will be a sizable 
number. The current study has been carried out for the organized sector only. 
It will not be applicable to un-organized sector. 
5. Findings are in Indian settings. They may not be same for Auto Component 
Industry of other countries. 
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CHAPTER 5 
DATA ANALYSIS AND DISCUSSION 
In this chapter, we present the computations of Factor Analysis and ANOVA 
Tests carried out on the responses of the Primary Data, Analysis done on the 
demographic data of the firms collected through the Questionnaire and discussion 
on the results. 
We received 157 filled-up questionnaires out of which 4 were incomplete and 2 
were having multiple answers. Rejecting these 6 responses, 151 responses were 
accepted for analysis. 
5.1 PROFILE OF COMPANIES 
The profile of the organizations which have participated in the study is given 
briefly here. This is to give an idea that a cross-section of the organizations 
engaged in export of Auto Components from India have been included. Secondly, 
it is fairly representative as companies of varying types are included in this 
survey. The type of companies are Small, Medium and Large. They vary in terms 
of their export activities. The market coverage of the respondents is also diverse 
from USA to Europe to Japan to Middle East to Other countries. This represents 
the industry fairly. 
Table 5.1 indicates 'Number of employees in export department' versus Small, 
Medium and Large companies. Percentage of employees in terms of 1-2 numbers, 
3-4 numbers, 5-6 numbers and 7 and above numbers has been given. 
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Table 5.1 
Number of Employees in Export Department Versus Size of the Firms 
Firm Size 
Small 
Medium 
Large 
' "^  ,1-2 Nos. 3-4 Nds. .5^6 Nos: IT 7 & above Nos. 
63 7 
4 35 7 
4 ° 14 '* "^ 10 " ' 7 
We observe the following from Table 5.1. 
1) 90% of small size firms have 1-2 employees whereas only 8.7% of medium 
size firms have 1-2 employees and 11.4% of large size firms have 1-2 employees. 
2) 76% of medium size firms have 3-4 employees and 40% of large size firms 
have 3-4 employees. 
3) 48.6% of medium size firms have more than 5 employees. 
4) Observations in 1-3, clearly indicate that number of employees and size of the 
firms are related; larger the size, more is the number of employees. 
Table 5.2 presents 'Number of years in export activity' versus company size. 
Percentage of number of export years in terms of 1-2 years, 3-4 years, 5-6 years 
and 7 and above years has been given. 
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Table 5.2 
Number of Years in Export Activity Versus Size of the Firms 
Firm Size 
Small 
(%) 
Medium 
Large 
5 8 32 24 
13 33 
6 29 
While, for small companies, percentage of years of export experience up to 4 
years is 18.5%, it is 45.7% for 5-6 years and 34.3% for 7 and above years. It is 
clear that there are more number of small companies with appreciable nimiber of 
years in export activity. 
Percentage of number of years of export activity for medium and large companies 
up to 4 years is 0% and that of 7 and above years is 71.7% for medium size 
companies and 82.9% for large size companies. 
This indicates relationship between 'number of years in export activity' and size 
of companies. 
Table 5.3 presents number of export markets versus size of companies. 
Table 5.3 
Number of Export Markets Versus Size of the Firms 
|i|W/Mra.pan^ 
7 3 15 
Medium 
(%) 
Large 
(%) 
26 31 18 3 4 3 
27 28 19 5 1 6 
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We see appreciable variation in markets being addressed by Small, Medium and 
Large companies. 
It is observed that main markets for all the three sizes of companies are Europe 
and USA. Percentage of large size companies exporting to USA and Europe 
together is 54.3% whereas that of medium size companies is 39.1% and that of 
small size companies is 10%. 
While large size companies export more to Japan than medium size companies, 
small size companies do very little with Japan. 
21.4% of small companies focus on Middle East whereas only 8.7% of medium 
companies deal with Middle East and in the case of large companies, it is 2.9% 
only. 
We conclude here that as long as companies are small, though they export to USA 
and Europe, their export to Middle East is sizable; medium and large companies 
concentrate more in USA and Europe and very less in Middle East. 
5.2 FACTOR ANALYSIS AND ANOVA 
In our research, we have used Factor Analysis and ANOVA very extensively for 
statistically analyzing the survey data and deriving the conclusion of the research. 
Factor Analysis is by far the most often used multivariate technique of research 
studies. It is a technique applicable when there is systematic interdependence 
among a set of observed or manifest variables and the researcher is interested in 
finding out something more fundamental or latent which creates this commonality 
(Kotharil990,p.376). 
In Factor Analysis, relationships among the interrelated variables are examined 
and represented in terms of few underlying factors, (Malhotra, 2006). 
Thus Factor Analysis is primarily used for data reduction and summarization. 
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Analysis of variance (ANOVA) is used as a test of means for two or more 
populations. 
One-way ANOVA requires one dependent-categorical variable and one or more 
independent variables. Dependent variable must be metric and independent 
variable must be non-metric. 
5.3 ELEMENTS OF FACTOR ANALYSIS 
1. Factor Loadings: 
These are values which explain how closely the variables are related to each one 
of the factors. It is the absolute size (rather than the signs, plus or minus) of the 
loadings that is important in the interpretation of a factor. 
2. Communality: 
This is the amount of variance a variable shares with all the other variables being 
considered. This is also the proportion of variance explained by the common 
factors. 
3. Eigenvalue: 
The Eigenvalue represents the total variance explained by each factor. 
5.4 FACTOR ANALYSIS OF SURVEY RESPONSE OF OVERSEAS 
MARKETING STRATEGIES 
In our research, there are 46 strategies or variables and 151 companies or 
observations. 
151 companies consist of 70 small size companies, 46 medium size companies 
and 35 large size companies. 
Since the data size is large, in order to find out the latent commonality and reduce 
the data for analysis. Factor Analysis was chosen. 
131 
5.4.1 Choosing the right type of Factor Analysiis: 
Out of the two common types of Factor Analysis, we have chosen Principal 
Components Analysis since our primary concern is to determine the minimum 
number of factors that will account for maximum variance in the data. Here the 
factors are called Principal Components. 
5.4.2 Determination of number of factors: 
We can use Eigenvalues for determining the number of factors. 
Malhotra (2007) indicates about Priori Determination in Factor Analysis. He 
points out that because of prior knowledge, the researcher knows how many 
factors to expect and thus can specify the number of factors to be extracted 
beforehand. The extraction of factors ceases when the desired number of factors 
have been extracted. 
We started with 12 factors and gradually brought it dovm. As per the Factor 
Analysis approach, we should retain such of those factors with Eigenvalues 
greater than 1.0. Factors with variance less than 1.0 are no better than a single 
variable, because, due to standardization, each variable has a variance of 1.0. 
Based upon Eigenvalues, we got 7 factors for consideration. We ran the Factor 
Analysis Programme using Minitab software. Table 5.4 presents factor loadings 
without rotation. 
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Table 5.4 
Results of Principal Components Analysis with Unrotated Factor Loadings 
A) Communalities 
Variable Extraction 
1 0 684 
1 0 600 
1 0 543 
1 0738 
1 0 732 
1 0.548 
1 0.770 
1 0.740 
1 0611 
1 0 820 
1 0 687 
1 0 873 
1 0 402 
1 0 543 
0 615 
1 0 786 
I 0 679 
1 0 757 
1 0.726 
I 0.743 
1 0.634 
1 0.780 
1 0.713 
Total Communalities 
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B) Initial Eigen values 
Factor Eigen value % of Variance Cumulative % 
4 408 9 6 50 2 
; v ^ 2{m:^^^v :.\ 5.6 ^^^ I -^'itM^/i:: 
1.995 4.3 60.1 
' 'T232 " £7 " ' 66.5 
31.7227 69.0 
An important output from factor analysis is the factor matrix, also called the 
Factor Pattern Matrix. The factor matrix contains the coefficients used to express 
the standardized variables in terms of the factors. These coefficients, the factor 
loadings, represent the correlations between the factors and the variables. A 
coefficient with a large absolute value indicates that the factor and the variable are 
closely related. The coefficients of the factor matrix can be used to interpret the 
factors. 
Although the initial or unrotated factor matrix indicates the relationship between 
the factors and individual variables, it seldom results in factors that can be 
interpreted, because the factors are correlated with many variables. In such a 
complex matrix it is difficult to interpret the factors. Therefore, through rotation, 
the factor matrix is transformed into a simpler one that is easier to interpret 
(Thurstone 1959). 
The rotation is called Orthogonal Rotation if the axes are maintained at right 
angles. The most commonly used method for rotation is the Varimax Procedure. 
We applied Varimax Rotation once and tried to interpret the factors. It followed 
known facts and logics. 
Table 5.5 shows strategies falling under each factor after Varimax Rotation. 
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Table 5.5 
Factor Analysis - Strategies Falling Under Each Factor (7 Factors) 
Factor 1 Factor 2 Factor 3 
iting fexistiflgliaricegj gPromotaonithrgugKpartiapa^^ i lm 
Niche marketing (Specific 
target market) 
aiDitiofl 
Establish marketing office Overseas Maintaining 
experienced and 
trained personnel 
• I I I I I 
Quality Inspection by 
Operator 
M 
Building a positive 
reputation within the 
industry for technological 
leadership 
Become full-range supplier/One 
stop supplier 
Offer competitive 
Price 
Establish EDI or other 
facilities to receive drawings 
electronically from overseas 
customers 
Entering into joint venture with 
overseas suppliers and supplying to 
their overseas customers from India 
Pass on year -on -year price 
reduction to customers 
Buy plant and technology for 
manufacturing in India and supply 
to customers of the seller company 
Controlling costs through 
efficient supply chain 
I mpsM 
Leverage the Supply 
relationship with local MNC 
OEM customers to export to 
their overseas units. 
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Table 5.5 continued... 
Factor 4 Factor 5 Factor 5 Factor 6 Factor 7 
I Monitoring competition in the export market Quality Assurance checks before shipment Quality Assurance checks before shipment Marketing to a relatively small number of export markets 
Invest in R&D 
and testing 
T'P 
I Appropriate Automation to lower production cost 
Entry to 
OEMs 
through 
distributor 
networks 
Eigen values have been plotted against the number of Factors in the order of 
extraction. This is known as Scree plot as shown in Figure 5.1 The plot shows 
gradual variation of slope for factors with larger Eigenvalues (i.e. up to Factor-4). 
Then there is a distinct break of slope at Factor-4. At Factor-5, again the slope 
varies gradually for the balance two factors. 
The 7 factors we have found are composed of different groups of strategies with 
the largest factor loadings. Table 5.6 shows the Factor loadings of the 7 factors 
after rotation. 
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Figure 5.1 Scree Plot of Rotated Factors 
Rotated Factor Loadings and Communalities 
Variance 8.5786 6.5391 5.3825 5.3412 2.3806 2.0931 1.4076 
Scree Plot of Rotated Factor 
10 
0) 
n 6 -
> 
c . V 4 
tio 
3 4 5 
Factor Number 
As expected, it is found that no single strategy is exclusively belonging to a 
Factor. We have allotted a particular strategy to a Factor going by the largest 
loading. But the same strategy may fall into other Factors also in smaller levels. 
For example, the strategy 'Monitoring Competition in the Export Market' has 
been allotted to Factor 4 with a Factor loading of 0.701. The strategy also loads at 
much smaller levels at 0.290 to Factor 1 and at 0.266 to Factor 3. This essentially 
means this strategy has discerning belonging to Factor 4. 
Table 5.6 
Results of Principal Components Analysis with Varimax Rotated Factor 
Loadings 
Final Eigen values 
Factor Eisen value % of Variance Cumulative % 
32 8 
445 • "^^ i.^ ^ i>-l-rf* 
6 5391 14 2 
5.3412 11.6 56.1 
2.0931 ' TV " "" "S9 
3L7227 69.0 
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Reliability Test: 
The 7 rotated factors were subjected to Cronbach Alpha reHability test and the 
resuhs are shown in Table 5.7. 
Table 5.7 
Factor 
Cronbach Alpha Reliability Test 
14 0.88 
7 0.76 
3 0.39 
2 0.11 
While first 4 factors with alpha values 0.88, 0.85, 0.76 and 0.75 are highly 
correlated, last 3 factors are not so. This means that factors 5, 6 and 7 are not of 
unidimensional latent construct individually. Hence they are rejected as non-
factors. 
Final Factors 
Table 5.8 shows the final factors 1,2,3,4 with their corresponding factor loadings 
within bracket. As per the Factor Analysis norms, we have considered factor 
loadings above 0.500 only. Accordingly, the number of Overseas Marketing 
strategies actively pursued by Indian Auto Component Industry got reduced from 
46 to 38. 
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Table 5.8 
Factor Analysis - Strategies Falling Under Each Factor (4 Factors) 
FACTOR 1 FACTOR2 FACTOR3 FACTOR 4 
• 
Niche marketing (Specific 
target maricet) (0.525) 
Establish marketing office Overseas 
(0.737) 
Maintaining 
experienced and 
trained personnel 
(0.707) 
Monitoring 
competition in the 
export market 
(0.701) 
Establish warehouse overseas 
(0.756) 
Strong on product design capabilities 
(0.532) 
Quality Inspection 
by Operator 
(0.631) 
Invest in R&D and 
testing ((3.565) 
• 
Building a positive reputation 
writhin the industry for 
technological leadership 
(0.574) 
Become full-range supplier/One stop 
supplier (0.544) 
Offer competitive 
Price (6.725) 
• 
• 
Establish EDI or other 
facilities to receive drawings 
electronically from overseas 
customers (0.708) 
- _ - TOT^. 
j iaiLimitx().3gy^?S^» \; Vu-i 
Entering into joint venture with 
overseas suppliers and supplying to 
their overseas customers from India 
(0.700) 
r Appjpjjriate 
Aiitoination to 
lower production 
cost(0.(S06) 
Pass on year -on -year price 
reduction to customers (0.510) 
Buy plant and technology for 
manufacturing in India and supply to 
customers of the seller company 
(0.759) 
Controlling costs through 
efficient supply chain (0 594) 
I bfMmeS^ppjges(pv7B.6)4>i 
Leverage the supply 
relationship with local MNC 
OEM customers to export to 
their overseas units. (0.803) 
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We now name the Factors, Factor 1 to Factor 4 going by what they represent in 
terms of Constructs. Factor 1 consists of strategies differentiating the Product or 
Service offering of any firm. It has 'forecasting existing market growth', 
'participation in global biddings', 'continuous collaborative interaction with the 
customer', 'technical support and prompt after sales service' and 'leveraging the 
supply relationship with local MNC OEM customers to export to their overseas 
units'. We name this factor as 'Product Differentiation factor'. 
Factor 2 consists of strategies which are again of Product Differentiation but they 
are more focused than Factor 1. It consists of 'producing products/services for 
high end market segments', 'strong on product design capabilities', 'adoption of 
advanced technologies and introduction of technologically sophisticated products' 
and 'acquiring access to global customers through acquisition and securing 
customer continuity for export from Indian unit' among others. We name this 
factor as 'Focus Product Differentiation factor'. 
Factor 3 has strategies 'Improving operational efficiency', 'Quality Inspection by 
Operator', 'Meeting fluctuating demand' and 'Offer competitive Price' among 
others. As these strategies represent Cost Leadership with Focus, we call this 
factor as 'Focus Cost Leadership factor'. 
Factor 4 consists of the strategies 'Dropping unprofitable customers', 'Invest in 
R&D and testing', 'Flexibility to do small batch production' and 'Appropriate 
Automation to lower production cost' among others. As we see this factor 
representing Cost Leadership, we call this factor as 'Cost Leadership factor'. 
5.5 ANOVA TEST FOR OVERSEAS MARKETING STRATEGIES IN 
TERMS OF FACTOR 1 TO 4 
Now we have 4 dependent variables (Factor 1, Factor 2, Factor 3 and Factor 4), 
after reduction by applying Factor Analysis, and 3 independent variables namely 
Small, Medium and Large size companies. In order to analyze the difference in 
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Overseas Marketing Strategic approaches by Small, Medium and Large size-
exporting Auto Component Companies and also to prove or disprove null 
hypothesis, One-way ANOVA has been undertaken. 
The following Hypothesis has been tested. 
Ho: There is no difference between Overseas Marketing Strategies of Small, 
Medium and Large Indian Auto Component Companies. 
Hi: There is difference between Overseas Marketing Strategies of Small, 
Medium and Large Indian Auto Component Companies. 
Here Null Hypothesis means that the category means are equal in the population 
(small, medium and large companies). 
That is, all four factors (consisting of four groups of strategies latent inside) will 
be followed in the same manner whether they are small, medium or large 
companies. 
One-way ANOVA has been carried out for all the 4 Factors taken one at a time. 
Figure 5.2 shows output of One-way ANOVA for strategy variables Factor 1 to 
Factor 4 using MINITAB statistical software. 
Figure 5.2: One-way ANOVA for Factor 1 to Factor 4 versus Company Size 
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Sl.No 
Table 5.10 
4P Overseas Marketing Strategies 
Product Price i Promotion Place 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
Producing 
products/services for 
high end market 
segments 
Building a positive 
reputation within the 
industry for 
technological 
leadership 
Strong on product 
design capabilities 
Adoption of advanced 
technologies and 
introduction of 
technologically 
sophisticated products 
Establish EDI or other 
facilities to receive 
drawings 
electronically from 
overseas customers 
Implement ISO/TS 
Quality Management 
System in letter and 
spirit 
Develop a visible 
Quality culture within 
the organization 
Quality Inspection by 
Q 
/ 
Operator 
uality Assurance 
checks before 
shipment 
adherence to the 
scheduled delivery 
Meeting fluctuating 
demand 
Technical support and 
prompt after sales 
service 
Appropriate Automation 
to lower production cost 
S 
Offer competitive Price 
Pass on year -on -year 
price reduction to 
customers 
Reduction of cost of 
production through value 
engineering 
Minimizing 
Distribution/logi stic 
costs 
Controlling costs through 
efficient supply chain 
'-; 
i 
'i 
1 
1 
•i 
Forecasting new 
market growth 
! 
Forecasting existing 
market Growth 
Monitoring 
competition in the 
export market 
Promotion through 
participation in 
overseas 
exhibition/trade fairs 
Dropping unprofitable 
customers 
Marketing to a 
relatively small 
number of export 
markets 
Marketing to as many 
export markets as 
possible 
Niche marketing 
(Specific target 
market) 
Supplying to 
After-market 
Entry to OEMs 
through distributor 
networks 
Establish 
marketing office 
Overseas 
Establish 
warehouse 
overseas 
Appoint agents 
overseas 
Become full-range 
supplier/One stop 
supplier 
145 
Table 5.9 depicts the extracted values of Mean, Standard Deviation, Calculated F 
and Probability value P from MINITAB output as shown in Figure 5.2. 
When we divide the Standard Deviation by the Mean and multiply it by 100, we 
get Coefficient of Variation. This relative measure has been arrived at in order to 
do the comparison between readings of small, medium and large size companies. 
ANOVA results shown in Table 5.9 in ternis of usage of Factors - Product 
Differentiation, Focus Product Differentiation, Focus Cost Leadership and Cost 
Leadership - consisting of Overseas Marketing Strategies clearly demonstrate that 
Small, Medium and Large companies follow Overseas Marketing Strategies 
differently. As seen, the population means of different strategies are different for 
Small, Medium and Large companies. Also calculated F value is more than 
critical F value. Besides, P is much less than alpha value of 0.05. That is, each 
segment of the market be it of Small, Medium or Large size, focuses on each 
Factor of Strategies differently. 
As discussed above, the null hypothesis (Ho) is rejected and alternate hypothesis 
(Hi) is accepted. 
5.6 ANOVA TEST FOR OVERSEAS MARKETING STRATEGIES IN 
TERMS OF 4Ps 
Table 5.10 presents Overseas Marketing Strategies in terms of 4Ps., 
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Table 5.10 
4P Overseas Marketing Strategies 
SLNo Product Price Promotion Place 
Building a positive 
reputation within the 
industry for 
technological 
leadership 
Offer competitive Price Forecasting existing 
market Growth 
Supplying to 
After-market 
Adoption of advanced 
technologies and 
introduction of 
technologically 
sophisticated products 
Reduction of cost of 
production through value 
engineering 
Promotion through 
participation in 
overseas 
exhibition/trade fairs 
Establish 
maricetihg office 
Overseas 
Implement ISO/TS 
Quality Management 
System in letter and 
spirit 
^ b l e o , 
Controlling costs through Marketing to a 
efficient supply chain relatively small 
number of export 
markets 
^ ' ; ,;,.. MarP 
Appoint agents 
overseas 
Quality Inspection by 
Operator 
Adherence to the 
scheduled delivery 
Technical support and 
prompt after sales 
service 
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In order to prove/disprove Hypothesis H2, H3, H4, and H5, one-way ANOVA test 
has been conducted. The output from the MINITAB software is as shown in 
Figure 5.3 and the resuhs are shown in the Table 5.11 
Figure 5.3: One-way ANOVA for 4Ps versus Company Size 
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a e s u i r s f o r : Prianotion 
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Table 5.11: One-way ANOVA Results for 4Ps 
Product 
Medium 
Large 70.771 
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19.7 6.092 
Medium 
Large 
127.4131,. .4.805^;: - ' 17,.53:. 
31.286 3.186 10.18 
Promotion 
Medium 
Large 
17.286 4.99 
27.171 4.693 
Now we analyze the result of test of hypothesis for Product Construct of 4Ps as 
shown below. 
Ho: There is no difference between Product Overseas Marketing Strategies of 
Small, Medium and Large Indian Auto Component Companies. 
H2: There is difference between Product Overseas Marketing Strategies of 
Small, Medium and Large Indian Auto Component Companies. 
ANOVA results shown in Table 5.11 in terms of usage of Product Overseas 
Marketing Strategies clearly demonstrate that Small, Medium and Large 
companies follow these differently. As seen, the population means of different 
strategies are different for Small, Medium and Large companies. Also calculated 
F value is more than critical F value. Besides, P is much less than alpha value of 
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0.05. That is, each segment of the market be it of Small, Medium or Large size, 
focuses on Product Strategies differently. 
As discussed above, the null hypothesis (HQ) is rejected and alternate hypothesis 
(H2) is accepted. 
Similarly, ANOVA results presented in Table 5.11 show that population means 
are very different for Price, Promotion and Place strategies for Small, Medium 
and Large size companies. Also calculated F value is more than critical F value in 
each case. Besides, P is much less than alpha value of 0.05 in every case. 
Hence we reject the null hypotheses Ho related to Price, Promotion and Place 
strategies. Instead, alternate hypotheses H3, H4 and H5 are accepted. 
5.7 ANOVA TEST FOR CONSTRUCTS OF TECHNOLOGY 
ADVANTAGE AND OTHERS 
Table 5.12 presents strategic elements under each construct of this section. 
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Table 5.12 
Strategies Falling Under Technology Advantage Construct and others 
SI. 
No 
Technology 
Advantage 
Producing 
products/service 
s for high end 
marlcet segments 
Strong on 
product design 
capabilities 
; I 
Adoption of 
advanced 
technologies and 
introduction of 
technologically 
sophisticated 
products 
Establish EDI or 
other facilities to 
receive drawings 
electronically 
from overseas 
customers 
Implement 
ISO/TS Quality 
Management 
System in letter 
and spirit 
Develop a 
visible Quality 
culture within 
the organization 
Quality 
Inspection by 
Operator 
Quality 
Assurance 
checks before 
shipment 
International 
Customer 
Orientation 
Flexibility to do 
small batch 
production 
Continuous 
collaborative 
interaction with 
the customer for 
new 
developments 
Establish EDI or 
other facilities to 
receive drawings 
electronically 
from overseas 
customers 
Adherence to the 
scheduled 
delivery 
Meeting 
fluctuating 
demand 
Technical support 
and prompt after 
sales service 
Low Price High-end Marketing 
Offer 
lowest Price 
Pass on year 
-on -year 
price 
reduction to 
customers 
Reduction 
of cost of 
production 
through 
value 
engineering 
Minimizing 
Distribution 
/logistic 
costs 
Controlling 
costs 
through 
efficient 
supply 
chain 
Take insurance to 
cover product 
liability, warranty 
and line stoppages 
Take Exchange Risk 
Forward cover 
Acquire access to 
global customers 
through acquisition 
and secure customer 
continuity for export 
from Indian unit 
Entering into joint 
venture with overseas 
suppliers and 
supplying to their 
overseas customers 
from India 
Leverage the supply 
relationship witii 
local MNC OEM 
customers to export 
to their overseas 
units. 
Have equity 
participation in MNC 
auto component 
companies and offer 
low cost supply base 
from India for their 
overseas clients 
Buy plant and 
technology for 
manufacturing in 
India and supply to 
customers of the 
seller company 
Quality 
Implement 
ISO/TS Quality 
Management 
System in letter 
and spirit 
Develop a visible 
Quality culture 
within the 
organization 
Quality 
Inspection by 
Operator 
Quality 
Assurance checks 
before shipment 
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In order to prove /disprove Hypotheses H^, H7, Hg, H9 and Hio, one-way ANOVA 
test has been conducted. The output from the MINITAB software is as shown in 
Figure 5.4 and the results are shown in the Table 5.13. 
Figure 5.4: One-way ANOVA for Various Constructs versus Company Size 
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Table 5.13: One-way ANOVA Results for Various Constructs 
Size Technolt^ Advantage Strat^ies 
^ 
Small 
ledium 
Laree 
Mean 
33.529 
42.457 
47.543 
StDev 
6.676 
5.488 
4.061 
Coeffofvar 
19.91 
12.93 
8.54 
Calculated F 
J 
76.53 
Critical 
3 
3 0.000 
Size International Customer Orientation Strategies 
Critical 
F* 
3 
3 
3 
i 
Small 
Medium 
Lai^e 
Mean 
24.257 
31.217 
33.6 
StDev 
5.953 
4.437 
3.247 
Coeffofvar 
24.54 
14.21 
9.66 
Calculated F 
50.34 
p 
0.000 
Size Low Price Strategies 
Small 
Medium 
Large 
Mean 
17.8 
21.565 
23.629 
StDev 
4.497 
3.734 
2.636 
Coeffofvar 
25.26 
17.32 
11.16 
Calculated F 
29.45 
Critical F* 
3 
3 
3 
0.000 
Size High end Marketing Strategies 
{ Mean StDev Coeffofvar Calculated F Critical F* P 
Small 10.614 5.246 49.43 3 
Medium 20.913 5.684 27.18 90.93 3 0.000 
Large 23.457 4.61 19.65 3 
Size 
1 : 
Small 
iledium 
Large 
Mean 
24.714 
25.587 
26.829 
StDev 
2.91 
2.473 
1.618 
Quality Strategies 
Co eff of var Calculated F 
11.77 
9.67 8.21 
6.03 
Critical 
F* 
3 
3 
3 
0.000 
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Now we analyze the result of test of hypothesis for Technical Advantage 
Construct as shown below. 
Ho: There is no difference between 'Technical Advantage' Overseas Marketing 
Strategy of Small, Medium and Large Indian Auto Component Companies. 
He: There is difference between 'Technical Advantage' Overseas Marketing 
Strategy of Small, Medium and Large Indian Auto Component Companies. 
ANOVA results shown in Table 5.13 in terms of usage of Technical Advantage 
Overseas Marketing Strategies clearly demonstrate that Small, Medium and Large 
companies follow these differently. As seen, the population means are different 
for Small, Mediimi and Large companies. Also calculated F value is more than 
critical F value. Besides, P is much less than alpha value of 0.05. That is, each 
segment of the market be it of Small, Medium or Large size, focuses on Technical 
Advantage Strategies differently. 
As discussed above, the null hypothesis (Ho) is rejected and alternate hypothesis 
(He) is accepted. 
Now we analyze the results of test of hypotheses for International Customer 
Orientation Construct, Low Price Construct, High-end Marketing Construct and 
Quality Construct. 
ANOVA results presented in Table 5.13 show that population means are very 
different for International Customer Orientation, Low Price, High-end Marketing 
and Quality strategies for Small, Medium and Large size companies. Also 
calculated F value is more than critical F value in each case. Besides, P is much 
less than alpha value of 0.05 in every case. 
Hence we reject the null hypotheses HQ related to International Customer 
Orientation, Low Price, High-end Marketing and Quality strategies. Instead, 
alternate hypotheses H7, Hg, H9 and Hio are accepted. 
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5.8 ANOVA TEST FOR COMPETITIVE ENVIRONMENT 
Table 5.14 presents parameters of Competitive Enviromnent. 
Table 5.14 
SI 
No. Competitive Environment Parameters 
B2. Customers want high quality at low cost 
^ ^^y.^ ..* I > w .fWvMjf liUiffiwmpj^iraiarKetl ImiCTg 
B4. Diminishing domestic sales and/or intensifying domestic competition 
help shift focus to export 
S«issSEa^commKjpraIi®L^ 
B«. Many companies lack in information about overseas markets, foreign 
governftient rules and regulations 
11 t i Product/Process Innovation is not major driver; application R&D is 
enough : • 
B9. Free Trade Agreements (FTAs) will harm Auto Component exports 
As per the hypotheses, one-way ANOVA for the nine parameters of Competitive 
Environment has been done. 
Figure 5.5 shows one sample of ANOVA for one of the 'Competitive 
Environment' parameters. ANOVA test output from MINITAB software for all 
Competitive Environment parameters are given in Annexure. 
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Figure 5.5: One-way ANOVA sample for Competitive Environment 
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Based on P o o l e d ScDe-v' 
— ( . ^ (. + 
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4 . 4 0 4 . 6 0 4 . 3 0 5 . 0 0 
Table 5.15 shows ANOVA results for Competitive Environment Parameters in 
terms of F & P Values. 
Table 5.15 
One-way ANOVA Results for 'Competitive Environment Parameters' 
F & P Values 
Variable Calculated F value Critical * F value 
I 
0.27 3 0.762 
2^4 • - ^ — -^--^ 
wiwaif«»Ky**^Sf^s i»lliMl9SM^K-®l ©^Bilsyss'^li 
5.43 3 0.005 
10.68 3 0.000 
* For degrees of freedom 2 and 148 from statistical tables. Alpha is 0.05 
Table 5.16 shows comparison of Mean values of Competitive Environment 
Variables. 
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Table 5.16 
One-way ANOVA Results 
Comparison of Mean Values of Competitive Environment Parameters 
Competitive Environment Parameters 
Firm 
Size 
Small 
Medium 
i iS l J MmmML 
I i*eglSSf8i?ii S l ^ l ! ^ W^^Bi i S l i S S S ^ H K W i s ^ » i | 
4.8286 4.143 3.043 3.486 3.586 2.514 4.2857 2.414 4.5857 
w^i wMi\W& jan^ra is>i'S?«E'S a&siS''**' ^ a^ w*-" 
^ 
Riftwwis !•«&««¥«» iiiss»if»ai' jsas^KSs KiiSE^I 
4.6857 4.2 3.571 3.171 3.143 3.286 4.5429 3.343 4.0286 
Now we analyze the result of test of hypothesis for Competitive Enviromnent 
parameters as shown below. 
HQ: There is no difference between Small, Medium and Large companies in 
their approach to 'Competitive Environment'. 
Hu: There is difference between Small, Medium and Large companies in their 
approach to 'Competitive Environment'. 
When we consuU ANOVA results shovm in Table 5.15 in terms of usage of 
Competitive Environment parameters (Bl to B9), it clearly demonstrate that 
Small, Medium and Large companies handle the Competitive Environment 
differently only for variable B6,B8 and B9. This is seen by P values greater than 
0.05. 
As seen, the population means of the parameters Bl, B2, B3, B4, B5 and B7 are 
same for Small, Medium and Large companies. That is, each segment of the 
market be it of Small, Medium or Large size, focuses on these Environment 
parameters in the same manner. 
As discussed above, the null hypothesis (Ho) is rejected for parameters B6, B8 
and B9 only and alternate hypothesis (Hi i) is accepted. 
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It is also proved that null hypothesis (Ho) is accepted for Environment parameters 
Bl, B2, B3, B4, B5 and B7. Here the alternative hypothesis (Hn) is rejected. 
5.9 ANOVA TEST FOR FACILITATORS OF EXPORT 
Table 5.17 presents the parameters. 
Table 5.17 
SI. No 
C2. 
Facilitators of Export 
A ^ »« I 
I - I " , * t I . ""f.'v:it;A'- ; 
Use of modem technology and equipment 
C4. Scaljability of capaci' 
Availability of financial resources devoted to export activities 
Long term relationship with customers 
C9. Employees from different functions meet frequently to design the 
company response to changing market conditions 
As per the hypotheses, one-way ANOVA for the nine parameters of Facilitators 
of Export has been done. 
Figure 5.6 shows one sample of ANOVA for one of the parameters of 
'Facilitators of Export'. 
ANOVA test output from MINITAB software for all parameters of Facilitators of 
Export are given in Annexure. 
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Figure 5.6: One-way ANOVA sample for Facilitators of Export 
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Table 5.18 shows ANOVA results of parameters of Facilitators for Export in 
terms of F & P Values. 
Table 5.18 
One-way ANOVA Results for 'Facilitators of Export' 
F & P Values 
Parameter Calculated F 
value 
Critical * F 
value 
9 36 3 0 000 
1138 3 0 000 
195 3 0146 
l ^ i r i m ? ? \crf^ '^ :> > r ^?^!'-iPT ^oroooi! / 
5.22 3 0.006 
» « g ) W £ S ^ ^ ^ ^ l^iSiaS'.'FaStM^lSi E^^SfiT/fKh^^l^ 
* For degrees of freedom 2 and 148 from statistical tables. Alpha is 0.05 
Table 5.19 shows comparison of Mean values of Facilitators for Export 
parameter. 
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Table 5.19 
One-way ANOVA Results 
Comparison of Mean Values o f Facilitators of Export' 
Facilitators of Export 
Firm 
Size 
Small 
Medium 
2.4857 3.1 3 2.4286 2.4 3.6714 1.9429 3.9143 2.3714 
2.8286 3.7143 3.8571 3.2286 3.4571 3.6571 3 4.3143 3.6 
Now we analyze the result of test of hypothesis for Facilitators of Exports as 
shown below. 
Ho: There is no difference between Small, Medium and Large companies in 
their approach to 'Facilitators of Exports'. 
Hn: There is difference between Small, Medium and Large companies in their 
approach to 'Facilitators of Exports'. 
When we consult ANOVA results shown in Table 5.18 in terms of usage of 
Facilitators for Export (CI to C9), it clearly demonstrate that Small, Medium and 
Large companies handle the Facilitators of Export differently for parameters CI, 
C2,C3, C4, C5, C7, C8 and C9. 
In the case of parameter C6, Small, Medium and Large companies handle this 
parameter in the same manner. This is seen by P values greater than 0.05. 
As seen, the population means of the parameter C6 are same for Small, Medium 
and Large companies. That is, each segment of the market be it of Small, Medium 
or Large size, focuses on this parameter of Facilitators of Export in the same 
maimer. 
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As discussed above, the null hypothesis (Ho) is rejected for parameters CI, C2, 
C3, C4, C5, C7, C8 and C9 and alternate hypothesis (H12) is accepted. 
It is also proved that null hypothesis (Ho) is accepted for C6 of Facilitator of 
Export. Here the alternative hypothesis (H12) is rejected. 
5.10 ANOVA TEST FOR MANUFACTURING AND SHOP-FLOOR 
PRACTICES 
Table 5.20 presents the parameters. 
Table 5.20 
ffil 
81. 
No 
Manufacturing and Shop-Floor Practices 
5 S A •:•:.• , , ' > ' .;':ii"'"'.''^.i; 
C102 Kaizen 
Mm 
C104 TPM M 
ClOfi Lean manufacturing 
CIO7 Industrial safety practices 
As per the hypotheses, one-way ANOVA for the seven parameters of 
Manufacturing and Shop-Floor Practices has been done. 
Figure 5.7 shows one sample of ANOVA for one of the parameters of 
'Manufacturing and Shop-Floor Practices'. 
ANOVA test output from MINITAB software for all parameters of 
'Manufacturing and Shop-Floor Practices' are given in Annexure. 
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Figure 5.7: One-way ANOVA sample for Manufacturing and Shop-Floor 
Practices 
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Table 5.21 presents ANOVA results of variables of Manufacturing and Shop-
Floor Practices in terms of F & P Values. 
Table 5.21 
One-way ANOVA Results for 'Manufacturing and Shop-Floor Practices' 
F & P Values 
Strategy' Calculated F 
value 
Critical * F 
value 
7.52 
*4.36 3 0.014 
5 87 3 0.004 
* For degrees of freedom 2 and 148 from statistical tables. Alpha is 0.05 
Table 5.22 shows comparison of Mean values of Manufacturing and Shop-Floor 
Practices Variables. 
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Table 5.22 
One-way ANOVA Results 
Comparison of Mean Values of'Manufacturing and Shop-Floor Practices' 
Firm Size 
Small 
Medium 
Manufacturing and Shop-Floor Practices 
3.3286 3.0429 2.4714 3.4571 1.8429 3.3286 3.5143 
I '1F'i''^-T«]re*7gr>jr-r''«s !f(«-^ f*-t-T^'2«»iwT!*l! mwW-W*'-';*•••'»••?>"•• tt< al^H'^.•feTO'«w^•^";^:)^ fKri-rr«'»jf«ev««w>w» i'c^'<-'^i!!^"'»!".'l'f*#H " 4 ' 
3.5429 3.5429 3.1429 3.8^ 3.0571 3.8 4.2286 
Now we analyze the result of test of hypothesis for Manufactiiring and Shop-
Floor Practices as shown below. 
Ho: There is no difference between Small, Medium and Large companies in 
their approach to 'Manufacturing and Shop-Floor Practices'. 
H13: There is difference between Small, Medium and Large companies in their 
approach to 'Manufacturing and Shop-Floor Practices'. 
When we consult ANOVA results shown in Table 5.21 in terms of usage of 
Manufacturing and Shop-Floor Practices (ClOi to CIO7), it clearly demonstrates 
that Small, Medium and Large companies handle all the parameters differently. 
As seen, the population means of all the parameters are different for Small, 
Medium and Large companies. That is, each segment of the market be it of Small, 
Medium or Large size, focuses on all the Manufacturing and Shop-Floor Practices 
differently. 
As discussed above, the null hypothesis (Ho) is rejected for all parameters ClOi to 
CIO7 and alternate hypothesis (H13) is accepted. 
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5.11 DETERMINING THE RELATIVE FREQUENCY OF USE OF 
OVERSEAS MARKETING STRATEGIES 
Small, Medium and Large have been found to be using various Overseas 
Marketing Strategies in different intensities as found by varying mean values of 
Constructs we have formulated and tested for Null Hypothesis. 
In order to measure relative frequency of use of Overseas Marketing Strategies, a 
separate procedure was implemented in terms of various constructs studied 
earlier. 
5.11.1 Determining the Relative Frequency of usage of 4 Factors: 
Each factor is defined by number of questions (strategies). For any question when 
the response is 4-5 and above it can be set that that strategy is pursued by the firm 
in a significant maimer. Like this, for all the questions loading on a factor, 
significant usage was measured. By keeping cut-off score, every company was 
evaluated for significant usage of every factor. This led to finding of significant 
usage level of each factor for every size of the firm namely Small, Mediimi and 
Large. Table 5.23 shows this type of analysis for Product Differentiation, Focus 
Product Differentiation, Focus Cost Leadership and Cost Leadership Factors. 
Table 5.23 
Significant Usage Level in % of Factor 1 to 4 
Small 
Medium 
Large 
56% 11.4% 
77% 28.6% 100% 60% 
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In a similar way, we have determined relative frequency of usage of 4P construct 
and shown in the next subsection. 
5.11.2 Determining the Relative Frequency of usage of 4P Construct 
Small 
Medium 
Large 
Significant Usage Level in % of 4Ps 
21% 15.7% 10% 1.4% 
100% " ' 100% " 42.9% 17% 
In the next sub-section, we show the relative frequency of usage of other 
constructs. 
5.11.3 Determining the Relative Frequency of usage of Technology 
Advantage and other Constructs 
Significant Usage Level in % of Various Constructs 
Large 100% 88.6% 94.2% 20% 
97.14% 
100% 
Now we analyze the result of test of hypothesis for Significant usage of Various 
Constructs as shown below. 
H14: Small size companies will be significantly less likely to use Overseas 
Marketing Strategies than medium and large size companies. 
a) First we interpret significant usage of Product Differentiation, Focus Product 
Differentiation, Focus Cost Leadership and Cost Leadership. 
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i) Small firms do not use Product differentiation and Focus Product differentiation 
strategies at ail. (The usage percentages are meager 6% and 4.2% respectively), 
whereas, they use Focus Cost Leadership in a significant manner (56%). Also, 
they do use Cost Leadership in a small way (11.4%). 
These results confirm the common view that small size firms lack in resources to 
do major differentiation strategies and they would like to do certain cost 
management exercises for survival. 
ii) Though medium size companies significantly follow Product Differentiation 
and Focus Cost Leadership, they follow Focus Product Differentiation and Cost 
Leadership in a small way. This again shows that significance level has improved 
for medium size companies going by increased quantum of resources and their 
approaches. 
iii) Large size firms use Product Differentiation, Focus Cost Leadership and Cost 
Leadership in a significant manner. Whereas, surprisingly, their usage of Focus 
Product Differentiation is insignificant; but their usage of this strategy is more 
than small and medium size companies. This could be due to the fact that though 
they may want to use Focus Product Differentiation, they know very well that 
they do not have competition neither from medium size nor fi-om small size 
companies. Hence they are following 'Wait and watch' approach. 
b) Next we interpret significant usage of 4P Construct 
i) It is seen that Promotional and Distribution strategies are not followed 
significantly by all the three sizes of the firms, though large firms follow 
Promotion strategies at little appreciable level of 42.9%. This could be due to the 
reason that all the three sizes of companies deal with OEs where there is less 
requirement of Promotional and Distribution strategies. 
ii) Small size companies do not follow marketing strategies based upon Market 
Mix in a significant manner at all. This could be due to resource constraints. 
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iii) Medium size companies follow Product and Price strategies in a significant 
manner. This could be due to better availability of resources for them. 
iv) Large size companies follow both Product and Price strategies in a very 
significant manner at 100%. This again is due to the best resources available to 
them. 
c) Here we interpret significant usage of other Constructs 
i) Technology Advantage: Both medium and large companies follow this 
strategy in a very significant maimer. This could be due to their better attitude 
towards technology and better resources. Though small companies are far behind, 
they use Technology Advantage to an extent of 31.4%. This could be due to the 
reason that, though they are small, they have to satisfy technically demanding 
customers to certain extent. 
ii) International Customer Orientation: Here both medium and large size 
companies use the strategy significantly whereas small size companies do not use 
the strategy in a significant manner. This is entirely due to variation in attitude. 
iii) Low Price: Surprisingly, large and medium size companies apply Low Price 
strategies in a very significant manner whereas small companies do not apply 
much. This could be due to the reason that customer expectations of cost 
reduction by way of value engineering and year on year reduction are followed 
very strictly by medium and large size companies whereas small size companies 
do not follow to that extent due to constraints on profitability. 
iv) High-end Marketing: Here all the three category of companies do not follow 
this strategy significantly. 
v) Quality: Every category of company need to address Quality expectations of 
customers without any gap. Hence here we find all the three category of the 
companies follow this strategy very significantly close to 100% level. 
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CHAPTER 6 
SUMMARY AND CONCLUSIONS 
A summary of the research undertaken 'A Study of Overseas Marketing 
Strategies of Indian Auto Component Industry' is presented here. Conclusions are 
discussed. We make recommendations to the Indian Auto Component Industry. 
Significant contributions have been highlighted. Directions for further research 
have been laid out. 
While ACMA, the representative body of Indian Auto Component Industry, says 
that it remains very positive about the long term prospects of the automobile and 
component industries, the short term poses hard challenges. 
Indian economy has been, more or less, able to withstand tremors of global 
financial meltdown. 
Analysis of global supplier profitability shows that the best performing suppliers 
come fi"om Western Europe, Japan and India. 
It has become imperative for the Indian Auto Component Industry to go for 
carefully laid-out overseas marketing strategies in order to improve their share of 
the world market substantially and also to remain competitive, these two being 
among the prime factors of automotive business. 
However, the journey is not smooth. The industry accounts for only 0.4% of the 
USD 1.2 trillion global components industry as against competitors like China 
(1.2%) and Mexico (5.9%). 
6.1 SUMMARY OF THE STUDY 
The research has been carried out as per the Objectives set in Section 4.3 
1. To understand the nature of global auto component and automobile industry: 
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Apart from collecting secondary data from books and journals, lot of information 
was gathered by discussion with executives from the industry. Also more 
information was collected from websites of various companies and commercial 
research institutions. This way the study v/as completed the detail of which have 
been given in Chapters 1 and 2. 
2. To find out the various requirements of the Overseas Automotive Industry: 
Automotive Industry customers' Quality, Cost and Delivery requirements are very 
specific and the Auto Component Industry needs to understand and work to 
implement many processes in their companies in order to satisfy the customers. 
These processes form the back-bone of Overseas Marketing Strategies. 
The requirements of the Overseas Automotive industry were understood through 
the secondary data as well as by discussion with Industry executives. 
3. To study the overseas marketing strategies of Indian Auto Component Industry: 
There is no published work available on Overseas Marketing Strategies of Indian 
Auto Component Industry. 
Very extensive discussions were carried out with Industry leaders. Industry 
executives and academicians from marketing discipline of management 
institutions. There was resistance initially as industry executives felt that these are 
confidential matters and can't be shared. Lot of persuasion was required to 
convince them to share the information. 
By literature review and discussions with industry and academics, survey 
questionnaire was formulated and validated after corrections. 
The survey questionnaire was used to get response from Indian Auto Component 
Industry consisting of 377 exporting companies. Valid responses were received 
from 151 companies. 
170 
4. To find out and examine the competitive environment factors, facilitators of 
export and manufacturing practices of Indian Auto Component Industry which 
help formulate overseas marketing strategies: 
These factors were found and included in the survey questionnaire. The 
responses have been examined. 
5. To examine the variation in usage of overseas marketing strategies of Indian 
Auto Component Industry in terms of size of the companies. Also to examine 
significant-level usage of overseas marketing strategies: 
This has been examined in terms of various constructs namely (i) Product 
Differentiation, Focus Product Differentiation, Focus Cost Leadership and Cost 
Leadership (ii) 4Ps - Product, Price, Promotion and Place (iii) Technical 
Advantage, International Customer Orientation, Low Price, High-end Marketing 
and Quality. 
Significant level usage of Overseas Marketing Strategies have also bring 
examined. 
6. To make recommendations to the Indian Auto Component Industry on 
improving their Overseas Marketing Strategies: 
Recommendations have been made in this chapter. 
6.2 CONCLUSIONS 
1. Small, Medium and Large companies follow the Product Differentiation, 
Focus Product Differentiation, Focus Cost Leadership and Cost Leader ship 
Strategies differently. 
2. Small, Medium and Large companies follow the Product, Price, Promotion 
and Place Strategies differently. 
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3. Small, Medium and Large companies follow the Constructs Technical 
Advantage,- International Customer Orientation, Low Price, High-end 
Manufacturing and Quality differently. 
4. Small, Medium and Large companies follow the Environment Parameters, 
Facilitators of Export and Manufacturing and Shop-Floor Practices 
differently. 
5. Significant Level usages of Small, Medium and Large companies are not 
same. 
6. Small firms do not use Product Differentiation and Focus Product 
Differentiation at all. They use Focus Cost Leadership significantly. Medium 
size companies follow Product Differentiation and Focus Cost Leadership 
significantly. Large size firms use Product Differentiation, Focus Cost 
Leadership and Cost Leadership in a significant maimer. 
7. Promotional and Distribution strategies are not followed significantly by all 
the three class of firms. Small companies do not use 4P strategies at all. 
Medium size companies follow Product and Price strategies in significant 
manner. Large size companies follow Product and Price strategies in very 
significant manner. 
8. Small firms do not use Technical Advantage, International Customer 
Orientation, High-end Marketing and Low Price strategies at all. 
Both Medium and Large companies follow Technical Advantage strategies in 
a very significant manner. 
Both Medium and Large companies follow International Customer 
Orientation strategy in a significant manner. 
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Both Medium and Large companies follow Low Price strategy in a very 
significant manner. 
All the three class of companies do not follow High-end Marketing strategy 
significantly. 
All the three class of companies follow Quality strategy in a significant 
maimer. 
9. It is found that the 'Four -factor Overseas Marketing Strategies', a result of our 
research, are similar to 'Generic strategies' of Porter. This clearly indicates 
that Indian Auto Component Industry follows well-proven global strategies 
for marketing their products. 
10. It has been found that the research results cannot be directly related to previous 
research studies as no studies have been carried out earlier on the Overseas 
Marketing Strategies of Indian Auto Component Industry. 
However the following studies done on Marketing Strategies and Overseas 
Marketing Strategies (for any industry) can be related. 
i) Many authors have found 4Ps encompassing marketing strategies fully. 
(e.g.jCavusgil and Zou, 1994): 
Our study has found this to be different for Indian Auto Component Industry. 
Small companies do not follow 4P strategies at all. Promotional and 
Distribution strategies are not followed in a significant manner by all the three 
class of firms. 
ii) Aaby and Slater (1989) propose differences in the size of firms as a 
significant variable affecting directly or indirectly export behavior and 
performance - This has been proved in our research also but with reference to 
export behavior only as we have not tested export performance factor in our 
study. 
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iii) Moen (1999) finds that small exporting firms have a stronger competitive 
advantage in terms of products and technology than larger exporting firms -
This has not come out strongly in our research with reference to Indian Auto 
Component Industry. 
6.3 RECOMMENDATIONS 
Small, Medium and Large companies do not follow all the Overseas Marketing 
Strategies in the same manner 
In order to follow some of the strategies, Medium and Small firms may have 
resource constraints. The following are the recommendations for different classes 
of companies to use certain Overseas Marketing Strategies which will help 
enhance their business prospects. We also have a recommendation for Industry 
Associations. 
1. Pricing Strategy is very important to get export business. Small size 
companies do not follow this strategy at all. Resource may be a constraint. 
Small firms must try to solve this problem and have good Pricing Strategy in 
place. 
2. Product Differentiation Strategy, if properly implemented, will give extremely 
good results. It is found that small firms do not use Product Differentiation 
Strategy at all. It only requires attention in detail, top management's 
involvement and select investments which small firms should try to 
implement. 
3. Focus Product Differentiation Strategy is a niche strategy which is not 
followed by small, medium as well as large firms. Our study found that 
customers do support suppliers with resources for products coming under this 
as their close cooperation is warranted for this type of products. All the three 
class of firms should apply this strategy which will benefit them in the long 
run with better products and superior customers. 
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4. The firms can get good prices for technically superior products. For this, 
'Technical Advantage Strategy' should be followed. Small companies do not 
follow this strategy at all. Here again the small firms should work with the 
customers. 
5. The firms should approach customers to get knowledge about their 
expectations of Product, Quality, Cost and Delivery before offering them the 
price. 
6. Following 'High-end Marketing' Strategies, will provide an edge over other 
companies. Medium and Large companies also do not follow these strategies 
in addition to small companies. If they follow, they can get better prices from 
the customers. 
7. Less Productivity, Low investment in R & D, poor knowledge of Product 
Liability and unwillingness on System Integration have been found by the 
study as major impediments for Small and Medium companies. They should 
work on improving these Overseas Strategic Elements for their growth. 
8. Institutions like ACMA, SIAM and CII should educate the firms on Overseas 
Marketing Strategies and Facilitators of Export, They should also conduct 
periodic refresher programmes on this subject. 
6.4 SIGNIFICANT CONTRIBUTIONS 
The Research presents the following findings: 
1. Indian Auto Component Industry follows Overseas Marketing Strategies in 
terms of (i) 4 Factors namely Product Differentiation, Focus Product 
Differentiation, Focus Cost Leadership and Cost Leadership (ii) 4Ps namely 
Product, Price, Promotion and Place, and also (iii) Constructs - Technical 
Advantage, International Customer Orientation, Low Price, High-end 
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Marketing and Quality. Due to application of these strategies, the industry has 
been able to achieve good growth over the past many years. 
2. The Automobile customers require Quality, Cost and Delivery, popularly 
known as QCD parameters to be met by the Auto Component Industry all the 
time. It is found that Indian Auto Component Industry takes care of QCD 
requirements through Overseas Marketing strategies. 
3. Usage of Overseas Marketing Strategies vary in intensity and depth depending 
on size and customers. 
4. Results can be used in the changed economic scenario with amendments. 
6.5 DIRECTIONS FOR FURTHER RESEARCH 
1. Overseas Marketing Strategies of Auto Component Industry in few more 
countries can be studied. Particularly, that of one of the BRIC countries and 
one of an European country can be studied and compared with the current 
study results. 
2. The current study has been carried out with all companies located throughout 
India. The same study can be repeated region-wise for knowing the variations. 
3. The effect of economy slowing down on Overseas Marketing Strategies can be 
studied. 
4. Our research is on Indian Auto Component Industry which is an OEM 
(Original Equipment Manufacturer) business. The results of the current 
research can be applied to other OEM businesses but with modifications. A 
separate study can be carried out on these businesses. 
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ANNEXURE 
SURVEY QUESTIONNAIRE 
Dear Sir/Madam, 
This is towards PhD Programme with Aligarh Muslim University. Please fill up as per the 
instructions. 
Topic of Research: 'A Study of Overseas Marketing Strategies of Indian Auto 
Component industr/ 
Please arrange to send the filled-up questionnaire to: 
C.MOHAN, President, Suprajit Engineering Ltd., 100 Bommasandra Industrial Area, 
Bangalore-560 099. Ph: 9900340833,08110-329883,080-27833827. 
using enclosed self addressed envelope by post. 
A) How frequently does your organization utilize the following practices as Overseas 
Marketing Strategies? Please choose the option your company is presently following by 
indicating 'X' on the column of the chosen option. 
SI.No 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10 
11 
12 
Practice 
Forecasting new market 
growth 
Forecasting existing 
market Growth 
Monitoring competition in 
the export market 
Promotion through 
participation in overseas 
exhibition/trade fairs 
Niche marketing (Specific 
target market) 
Dropping unprofitable 
customers 
Supplying to 
After-market 
Entry to OEMs through 
distributor networks 
Participation in global 
biddings/ e-auctions 
Establish marketing office 
Overseas 
Establish warehouse 
overseas 
Appoint agents overseas 
Never 
(0%) 
Almost 
never 
(1-20%) 
Some 
times 
(21-
40%) 
About 
half 
(41-
60%) 
Most 
times 
(61-80%) 
Almost 
always 
(81-99%) 
Always 
(100%) 
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SI.No 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
Practice 
Marketing to a 
relatively small 
number of export 
markets 
Marketing to as 
many export markets 
as possible 
Improving 
operational efficiency 
Maintaining 
experienced and 
trained personnel 
Invest in R&D and 
testing 
Flexibility to do small 
batcli production 
Appropriate 
Automation to lower 
production cost 
Producing 
products/services for 
high end market 
segments 
Building a positive 
reputation within the 
industry for 
technological 
leadership 
Strong on product 
design capabilities 
Continuous 
collaborative 
interaction with the 
customer for new 
developments 
Adoption of 
advanced 
technologies and 
introduction of 
technologically 
sophisticated 
products 
Establish EDI or 
other facilities to 
receive drawings 
electronically from 
overseas customers 
Never 
(0%) 
Almost 
never 
(1-20%) 
Some 
times 
(21-40%) 
About 
half 
(41-60%) 
Most 
times 
(61-80%) 
Almost 
always 
(81-99%) 
Always 
(100%) 
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SI.No 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
Practice 
Implement ISO/TS 
Quality Management 
System in letter and 
spirit 
Develop a visible 
Quality culture w/ittiin 
the organization 
Quality Inspection by 
Operator 
Quality Assurance 
checks before 
shipment 
Adherence to the 
scheduled delivery 
Meeting fluctuating 
demand 
Technical support 
and prompt after 
sales service 
Offer lowest Price 
Offer competitive 
Price 
Pass on year-on-
year price reduction 
to customers 
Reduction of cost of 
production through 
value engineering 
Minimizing 
Distribution/logistic 
costs 
Controlling costs 
through efficient 
supply chain 
Become full-range 
supplier/One stop 
supplier 
Take insurance to 
cover product liability, 
wan-anty and line 
stoppages 
Take Exchange Risk 
Forward cover 
Never 
(0%) 
Almost 
never 
(1-20%) 
Some 
times 
(21-40%) 
About 
half 
(41-60%) 
Most 
times 
(61-80%) 
Almost 
always 
(81-
99%) 
Always 
(100%) 
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SI.No 
42. 
43. 
44. 
45 
46 
47 
Practice 
Acquire access to 
global customers 
through acquisition 
and secure 
customer continuity 
for export from 
Indian unit 
Entering into joint 
venture with 
overseas suppliers 
and supplying to 
their overseas 
customers from 
India 
Leverage the supply 
relationship vi/ith 
local MNC OEM 
customers to export 
to their overseas 
units. 
Have equity 
participation in MNC 
auto component 
companies and offer 
lovi/ cost supply 
base from India for 
their overseas 
clients 
Buy plant and 
technology for 
manufacturing in 
India and supply to 
customers of the 
seller company 
Strateqies not 
covered here: 
Any other strategies 
being followed by 
you: 
i) 
ii) 
iii) 
Never 
(0%) 
Almost 
never 
(1-20%) 
Some 
times 
(21-40%) 
About 
half 
(41-60%) 
Most 
times 
(61-80%) 
Almost 
always 
(81-99%) 
Always 
(100%) 
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B) The following concern the competitive environment within which your 
business unit operates. Please choose the option in each case most 
appropriate to your organization by indicating 'X' on the column of the chosen 
option. 
SI 
No. 
B1. 
B2. 
B3. 
84. 
85. 
86. 
87. 
88. 
89. 
Competitive Environment 
Export benefits like DEPB should 
continue for few more years 
Customers w/ant high quality at low cost 
Personnel qualified in export 
marketing/administration are not easy to 
get 
Diminishing domestic sales and/or 
intensifying domestic competition help 
shift focus to export 
Indian export documentation is very 
complex and it should be simplified 
Many companies lack in infomiation 
about overseas markets, foreign 
government rules and regulations 
Customers don't take part in new 
investments. Hence long term supply 
agreement is a must 
Product/Process Innovation is not major 
driver; application R&D is enough 
Free Trade Agreements (FTAs) will 
hami Auto Component exports 
Strongly 
Disagree 
Slightly 
Disagree Neutral 
Slightly 
Agree Strongly Agree 
C) The following could be the facilitators for export. Please choose the most 
appropriate option in each case suiting your organization by indicating 'X' on the 
column of the chosen option. 
SI. 
No 
C1. 
C2. 
03. 
04. 
C5. 
C6. 
07. 
08. 
09. 
Facilitator 
Length of company's export experience(years) 
Use of modern technology and equipment 
Quick solution to port clogging, bad roads, 
inadequate rail lines and bureaucratic laxity 
Scalability of capacity 
Fomiing a separate Export cell or Export SBU 
Availability of financial resources devoted to 
export activities 
Product line bandwidth 
Long term relationship with customers 
Employees from different functions meet 
frequently to design the company response to 
changing market conditions 
Not 
important 
Somewhat 
Important 
Import 
ant 
Extremely 
important 
Absolutely 
critical 
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SI. 
No 
10. 
11. 
Facilitator 
Do you think ttie following are 
helpful for export activity in 
your company? Please select 
and rate ttiem. 
C10i) 5S 
CIO2) Kaizen 
CIO3) TQM 
C104)TPM 
C106)6sigma 
ClOe) Lean manufacturing 
CIO7) Industrial safety 
practices 
viii)Any other-
Do you think Government 
support is required in some 
way? Please specify and rate 
their importance. 
i) 
ii) 
ill) 
Not 
important 
Somewhat 
important Important 
Extremely 
important 
Absolutely 
critical 
D) Please fill up the following information about your Organization. (This will be kept 
confidential and not published anywhere) 
1. Name of the organization; 
2. Annual Tumover: i) Domestic: 
ii) Export: a. OEM/Tier_: 
b. After mari(et: 
3. No. of years company has been engaged in export activity: years 
4. No. of export mari<ets in which the company operates: 
5 a. No. of employees: 
b. Among them No. of Employees attached with Export -Mariceting department: 
6. Major countries to which the company exports: 
Name: Designation: 
Date: Signature; 
182 
BIBLIOGRAPHY 
Aaby, N. and Slater, S. (1989), "Management Influences on Export Performance: 
A Review of the Empirical Literature 1978-88," International Marketing Review, 
6 (4), 7-26. 
ACMA - McKinsey Report (2005), "Vision 2015 for the India Automotive 
Components Industry," March. 
ACMA (2008), "Global Competitiveness of Indian Auto Component Industry & 
Its Sustainability," http://acmainfo.com accessed on November 1,2008. 
ACMA (2009), "Global Competitiveness of Indian Auto Component Industry & 
Its Sustainability," 
http://acmainfo.com/docmgr/Status of Auto Industry/Status Indian Auto Indus 
try.pdf, Accessed on March 18,2009. 
Ali, Abbas J. (2006), Globalization of Business-Practice and Theory, Mumbai: 
Jaico Publishing House. 
Allen, Richard S; Helms, Marilyn M; Takeda, Margaret B; White, Charles S and 
White, Cynthia (2006), "A Comparison of Competitive Strategies in Japan and 
the United States," SAM Advanced Management Journal, Winter 2006, pp.24-33. 
Andersen, 0 (1993), "On the internationalization process of firms: A critical 
analysis," Journal of International Business Studies, 24(2), 209-231. 
Anklesaria Aiyar, Swaminathan S. (2007), "India Booming: Cyclical or 
Sustainable," Economic Times," Jan 31, p. 16. 
Auto Monitor (Decemberl-I5, 2008), "Worst year in nearly a generation for US 
auto sales," p.31. 
183 
Balaji, Jayaraman and Gupta, Deepak (2007), "India Autos & Auto Parts -
outsourcing story not over yet," Morgan Stanley Research Report, 
http://acmainfo.com/pdf/india_auto part.pdf, accessed on July 15,2007. 
Bartlett, Christopher A. and Ghoshal, Sumantra (1989), Managing across borders, 
Cambridge, MA: Harvard business school press. 
Barney, Jay (1991), "Firm Resources and Sustained Competitive Advantage," 
Journal of Management, 17 (March), pp. 99-120. 
Bello, D. C. and Williamson, N. C. (1985), "Contractual arrangement and 
marketing practices in the indirect export channel," Journal of International 
Business Studies, 16, (summer), 65-82. 
BERA (2004), "Modem Global Automobile Industry," 
http://www.loc.gov/rr/business/BERA/issue2/industrv.html accessed on March 
18,2009. 
Bharadwaj, Sundar G., Varadarajan, Rajan P. and John Fahy (1993), "Sustainable 
Competitive Advantage in Service Industries: A Conceptual Model and Research 
Propositions," Journal of Marketing, 57 (October), 83-99. 
Bhattacharya, Arindam and Nandagaonkar, Sachin (2006), "Hidden Competitive 
Advantage," Economic Times, September 26, p. 12. 
Bill Donaldson and Tom O'toole (2002), Strategic Market Relationships- From 
Strategy to Implementation, West Sussex, England: John Wiley & sons, p.221. 
Bradley, Frank (1999), International Marketing Strategy, Hertfordshire: Prentice 
Hall Europe, pp.27-28. 
Bryce, David J., and Dyer, Jeffrey H. (2007), "Strategies to Crack Well-guarded 
Markets," Harvard Business Review, May, 56-64. 
Burt, David N. (1989), "Managing suppliers up to speed," Harvard Business 
Review, 67(4), 127-135. 
184 
Buzzell, R. and Gale B. (1987), The PIMS Principles: Linking Strategy to 
Performance, New York: The Free Press. 
Calantone, R.J., Kim, D., Schmidt, J.B., Cavusgil, S.T. (2006), "The influence of 
internal and external firm factors on international product adaptation strategy and 
export performance: a three-country comparison," Journal of Business Research, 
59,176-185. 
Canning, G. (1989), "Is Your Company Marketing Oriented?," Journal of 
Business Strategy, 9(3), 34-36. 
Cateora, Philip R. and Graham, John L. (2001), International Marketing, New 
Delhi: Tata McGraw Hill Publishing Company, p.332. 
Cavusgil, Tamer S., and Zou, S. (1994), "Marketing Strategy Performance 
Relationship: An Investigation of the Empirical Link in Export Market Ventures," 
Journal of Marketing, 58(1), 1-21. 
Cavusgil, Tamer S. and Nevin J. (1981), "Internal Determinants of Export 
Marketing Behavior: An Empirical Investigation," Journal of Marketing 
Research, 18(1), 114-119. 
Cavusgil, T. and Naor J. (1987), "Firm and management characteristics as 
discriminators of export marketing activity," Journal of Business Research, 15, 
pp.221-235. 
Chen, Ming - Jer (1996), "Competitor Analysis and Interfirm Rivalry: Toward a 
Theoretical Integration," Academy of Management Review, 21 (1), 100-134. 
Chigullapalli, Rajeshwar and Mylavarapu, Vinay Kumar (2009), Auto Focus Asia, 
http://www.autofocusasia.com/automotive_components/indian auto components. 
htm, accessed on March 18,2009. 
Chris Noonan (1996), The CIM Handbook of Export Marketing, Oxford: 
Buttorworth-Heinemann, pp. 149-51. 
185 
Christensen, Clayton and Bower, Joseph (1996), "Customer Power, Strategic 
Investments, and the Failure of Leading Firms," Strategic Management Journal, 
17 (3), pp. 197-218. 
Cohen, Morris A. and Agrawal, Narendra (2006), "Winning in the After Market," 
Harvard Business Review, 84(5), 129-138. 
CoUis, S. (1991),"A resource-based analysis of global competition: the case of the 
bearings industry". Strategic management Journal, 12 (Special issue), 49-68. 
Cooper, Robert G. and Kleinschmidt, Elko J. (1985), "The impact of export 
strategy on export sales performance," Journal of International Business Studies, 
16(1), 37-55. 
Cooper, Robin and Chew, Bruce W. (1996), "Control tomorrow's costs through 
today's designs," Harvard Business Review, 74(1), 88-97. 
Czinkota M. and Johnston, W.J. (1981), "Segmenting US Firms for Export 
Development," Journal of Business Research, 9, 353-363. 
Darius Lam (2008), "Rothschild reveals supplier study," Autocar Professional, 
4(20), p. 10. 
Das Narayandas (2005), "Building loyalty in business markets," Harvard 
Business Review, 83(9), 131-139. 
D'Aveni, Richard A. (2002), "Competitive Pressure Systems: Mapping and 
Managing Multi-market Contact," MIT Sloan Management Review, 44 (1), 39-44. 
Day (1986), Analysis for Strategic Market Decisions. St. Paul, MN: West 
Publishing Co. 
Day (1994a), "The Capabilities of Market-Driven Organizations," Journal of 
Marketing, 58 (October), 37-52. 
186 
Day (1994b), "Continuous Learning about Markets," California Management 
Review, 36 (Summer), 9-31. 
Day (1990), Market Driven Strategy. New York: The Free Press. 
Day, George and Wensley, Robin (1988), "Assessing Advantage: A Framework 
for Diagnosing Competitive Superiority," Journal of Marketing, 52 (Apr), 1-20. 
David Morgan (2008), "Building a demand driven supply chain" Industry 2.0, 
8(4), 22-23. 
Denis, Jean-Emile and Depelteau, Daniel (1985), "Market 
knowledge,diversification and export expansion," Journal of International 
Business Studies ", 16( 3), 77-89. 
Deshpande, Rohit, John Farley, and Webster Jr, Frederick E. (1993), "Corporate 
Culture, Customer Orientation, and Innovativeness in Japanese Firms: A Quadrad 
Analysis," Journal of Marketing, 57 (January), 23-37. 
Dess, Gregory G. and Alex Miller (1993), Strategic Management, New York: 
McGraw-Hill. 
Detelina Marinova (2004), "Actualizing Innovation Effort: The Impact of Market 
Knowledge Diffusion in a Dynamic System of Competition," Journal of 
Marketing, 68(3), \-20. 
Dwyer, Robert F., Schurr, Paul H. and Sejo Oh (1987), "Developing Buyer -
Seller Relationships", Journal of Marketing, 51 (April), 11-27. 
Finkelman, Daniel P. (1993), "Crossing the Zone of Indifference," Marketing 
Management, 2(3), 22-32. 
Freek Vermeulen (2005), "How Acquisitions Can Revitalize Companies," MIT 
Sloan Management Review, 46(4), 45-51. 
187 
Gabriel, Elisante ole (2002), "Export marketing strategies: A global 
communication emphasis," African Journal of Finance and Management, 11(1), 
49-59. 
Ganesh, L. (2006), "It is Important to have Higher Tariffs," Autocar Professional, 
3(1), 61-63. 
Ghemawat, Pankaj (2003), "The forgotten strategy," Harvard Business Review, 
81(11), 76-84. 
Gopal, Chitra R.S. (2009), "Global Automobile Industry: Changing with times", 
http://www.outsource2india.com/kpo/site/includes/Global Automobile Industrvl 
l.pdf, accessed on March 18,2009. 
Gopikrishnan,GR; Satadal Bandhopadhyay and Girish Kumar (2008), 
"Consolidating your warehouse management systems" Industry 2.0, 8(4), 32-35. 
Gottrfredson, Mark; Puryear, Rudy and Phillips, Stephen (2005), "Strategic 
Sourcing: From Periphery to the Core," Harvard Business Review, 83(2), 132-
139. 
Griffin, Abbie and John Hauser (1996), "Integrating R&D and Marketing: A 
Review and Analysis of the Literature," Journal of Product Innovation 
Management, 13 (3), 191-215. 
Gupta, AK; Raj, SP and Wilemon, D. (1986), "A model for studying R&D -
Marketing interface in the product innovation process," Journal of Marketing, 
50(Apr), 7-17. 
Gupta, Nitin (2006), "Logistics Management in Indian Automotive Component 
Industry", http://www.indianmba.com/Facultv Column/FC447/fc447.html. 
accessed on March 18, 2009. 
Hamel, G. and Prahalad, C.K. (1994), Competing for the Future, Boston: Harvard 
Business School Press 
188 
Hamel, Gary and Valikangas, Lisa (2003), "The quest for resilience," Harvard 
Business Review, 81(9), 52-63. 
Harold Chee and Rod Harris (1993), "Marketing - a Global Perspective, London: 
Pitman Publishing. 
Hart, Susan and Nikolaos Tzokas (1999), "The Impact of Marketing Research 
Activity on SME Export Performance: Evidence from the UK," Journal of Small 
Business Management, 37 (2), 63-75. 
Howard, John A. (1983), "Marketing Theory of the Firm," Journal of Marketing, 
47 (Fall), 90-100. 
Hurley, Robert F. and Tomas, G. and Hult M. (1998), "Innovation, Market 
Orientation, and Organizational Learning: An Integration and Empirical 
Examination," Journal of Marketing, 62 (July), 42-54. 
Humphrey, John and Memedovic, Olga (2003), "The Global Automotive Industry 
Value Chain: What Prospects for Upgrading by Developing Coimtries," UNIDO 
Sectorial Studies Series Working Paper, available at SSRN: 
http://ssm.com/abstract=424-560. 
Hutt, MD and Speh, TW. (1984), "The marketing strategy center: Diagnosing the 
industrial marketer's interdisciplinary role," Journal of Marketing, 48, 53-61. 
IBEF (2009), "Geared for Growth," 
http://www.ibef org/artdispview.aspx?in=3&art_id=21479&cat_id=115&page=L 
accessed on March 18,2009. 
Ittner, Christopher and David Larcker (1997), "Product Development Cycle Time 
and Organizational Performance," Journal of Marketing Research, 34 (February), 
13-23. 
Jain, S.C. (1989), "Standardisation of international marketing strategy: some 
research Hypothesis", Journal of Marketing, Vol. 53, pp. 70-9. 
189 
Jan Holmstrom; Hover Jr., William E.; Perttu Loubiluoto and Antti Vasara 
(2000), "The other end of the Supply Chain," The McKinsey Quarterly, (1), 63-
71. 
Jaworski, Bernard and Ajay Kohli. (1993), "Market Orientation: Antecedents and 
Consequences," Journal of Marketing, 57 (Jul), 53-71. 
John Hages III (2002), "Leveraged Growth: Expanding Sales Without Sacrificing 
Profits," Harvard Business Review, 80(10), 69-77. 
Jose Paul of Frost & Sullivan (2007), "Driving with Innovation," Economic Times 
-ICICI Presents SME Dialogue Feature, October 23, p. 9. 
Julian, Craig (2004), "The key factors influencing the export marketing 
performance of Thai export firms," Journal for International Business and 
Entrepreneurship Development, 2 (1), 88 - 96. 
June, F. and Collins-Dodd C. (2000) "The impact of firms' export orientation on 
the export performance of high-tech small and medium-sized enterprises," 
Journal of International Marketing, 8 (3), 84-97. 
Katsikeas, C, and Papalexandris N. (1992), "An Empirical Exploration of 
Motivation Forces Underlying the Export Decision of Greek Food 
Manufacturers," 21st Annual Conference of the European Marketing Academy -
Marketing for Europe, Marketing for the Future. 
Kau, Ah Keng, and Soo Jiuan Tan (1989), "Differences between Small and 
Medium-Sized Exporting and Non-Exporting Firms: Nature or Nurture," 
International Marketing Review, 6(4), 27-40. 
Kelley, William L. and Kohne, Richard E.(1982),"Overseas Marketing Strategy," 
Engineering Journal of Professional Activities, 108( 2), 115-121. 
Kenneth Lieberthal and Geoffrey Lieberthal (2003), "The great transition," 
Harvard Business Review, 81(10), 70-81. 
190 
Knight, G. (2000), "Entrepreneurship and Marketing Strategy: The SME Under 
GlobaWsation" Journal of International Marketing, 8.(2), 12-32. 
Kohii, Ajay and Bernard Jaworski. (1990), "Market Orientation: The Construct, 
Research Propositions, and Managerial Implications," Journal of Marketing, 54 
(Apr), 1-18. 
Kordupleski, Ray, Roland T. Rust, and Anthony J. Zahorik (1993), "Why 
Improving Quality Doesn't Improve Quality," California management Review, 35 
(Spring), 82-95. 
Kotler, P. & K. Armstrong (1996), Principles of Marketing. 7th edition. 
Englewood Cliffs, NJ: Prentice-Hall. 
Kotler, Philip (1998), Marketing Management- Analysis, Planning, 
Implementation, and Control, New Delhi: Prentice Hall of India. 
Kothari,C.R. (1990), Research Methodology: Methods and Techniques, New 
Delhi: Wishwa Prakashan. 
Lado, Nora; Martinez-Ros, Ester and Vaienzuela, Ana (2004), "Identifying 
successful marketing strategies by export regional destination," International 
Marketing review,2\ (6), 573-597. 
Lages, Luis Filipe, (2000), "A Conceptual Framework of the Determinants of 
Export Performance: Reorganizing Key Variables and Shifting Contingencies in 
Export Marketing," Journal of Global Marketing, 13 (3), 29-51. 
Langes, L.F., Montgomery, D.B. (2003), "Export performance as an antecedent of 
export commitment and marketing strategy adaptation," European Journal of 
Marketing, 38 (9/10), 1186-1214. 
Lawton, Leigh and Parasuraman (1980), "The Impact of the Marketing Concept 
on New Product Planning." Journal of Marketing, 44 (Winter), 19-25. 
191 
Lazer, W, et al. (1985), "Japanese Marketing: Towards a Better Understanding," 
Journal of Marketing, 49(Spring), 69-81. 
Lee, Ruby P. and Grewal, Rajdeep (2004), "Strategic responses to new 
technologies and their impact on firm performance," Journal of Marketing, 68(4), 
157-171. 
Leonidou, Leonidas C, Katsikea, Constantine S. and Saeed Samiee (2002), 
"Marketing strategy determinants of export performance: a meta-analysis," 
Journal of Business Research, 55(1), 51-67. 
Leonidou, Leonidas C. (1995), "Empirical Research on Export Barriers: Review, 
Assessment, and ^yvAhesx^" Journal of International Marketing, 3(1), 29-43. 
Lim, L.K.S., Acito, F., Rusetski, A. (2006), "Development of archetypes of 
international marketing strategy," Journal of International Business Studies, 37 
(4), 499-524. 
Littler, Dale and Wilson, Dominic (1995), Marketing Strategy, Oxford: 
Butterworth Heinemann, pp.331-33. 
Lowenthal, Jeffrey N. (1995), Reengineering the Organization - A Step-by-Step 
Approach to Corporate Revitalization, New Delhi: Tata McGraw-Hill Publishing 
Company, p. 67. 
Luthans, Fred and Todd I. Stewart (1977), "A General Contingency Theory of 
Management," Academy of Management Review, 2 (2), 181-95. 
Madsen, Tage Koed. (1998), "Executive Insights: Managerial Judgment of Export 
Performance," Journal of International Marketing, 6 (3), 82-93. 
Madsen, T. K. (1989), "Successful export management: Some empirical 
evidence," International Marketing Review, 6 (4), 41-57. 
Malhotra, Naresh K. (2006), Marketing Research-an Applied Orientation, New 
Delhi: Prentice Hall of India. 
192 
Mathew, Mony K. (2006), "Further reforms, key to India's role in global 
economy," Business Line, November 4, p. 8. 
McAuley, Andrew (2001), International Marketing-Consuming Globally, 
Thinking Locally, Chichester, England: John Wiley & Sons, 193-94. 
McCarthy, Jerome E. (1996), Basic Marketing: A Managerial Approach, 
Homewood, IL: Irwin. 
McDonald, Malcolm H. B. and Cavusgil, S. T. (1990). "The International 
Marketing Digest." Published on behalf of the Chartered Institute of Marketing. 
Heineman Professional Publishing, pp. 356. 
McGrath, Rita Gunther and Keil, Thomas (2007), "The Value Captor's Process: 
Getting the Most of Your New Business Ventures," Harvard Business Review, 
2(5), 100-108. 
McGrath, Rita Gunther and Macmillan Ian C. (2005), "Market Busting: Strategies 
for Exceptional Business Growth," Harvard Business Review, 83(3), 81-89. 
Michael Hammer (2004), "Deep Change: How Operational Innovation Can 
Transform Your Company," Harvard Business review, 82(4), 84-93. 
Miesenbock, Kurt J. (1988), "Small Businesses and Exporting: A Literature 
Review." International Small Business Journal 6 (January/March), 42-61. 
Miles, Robert E. and Charles C. Snow (1978), Organizational, Strategy, Structure, 
and Process, New York: McGraw-Hill. 
Milne, Richard and Marsh, Peter (2007), "How to Find a Cutting Edge," 
Financial Times - Europe, September 20, p. 12. 
Ministry of Heavy Industries and Public Enterprises, Government of India (2006), 
Automotive Mission Plan 2006-2016. 
193 
Moen, 0. (1999), "The relationship between firm size, competitive advantages 
and export performance revised," International Small Business Journal, 18 (1), 
53-71. 
Moen, 0. (2002). The Bom Globals: A new generation of small European 
exporters. International Marketing Review, 19 (2), 156-175. 
Monroe, Kent (2003), Pricing: Making Profitable Decisions, New york: McGraw-
Hill. 
Morgan, Neil A, Anna Kaleka, and Constantine S Katsikeas. (2004), 
"Antecedents of Export Venture Performance: A Theoretical Model and 
Empirical Assessment," Journal of Marketing 68 (January), 90-108. 
Myers, Matthew B. (1999), "Incidents of Gray Market Activity Among U.S. 
Exporters: Occurrences, Characteristics, and Consequences," Journal of 
International Business Studies, 30(1), 105-26. 
Nagle, Thomas T. and Holden, Reed K. (1995), "Strategy and Tactics of Pricing. 
Englewoods Cliffs, NJ: Prentice Hall. 
Naidu, G.M. and Prasad V.K. (1994), "Predictors of Export Strategy & 
Performance of Small- and Medium-Sized Firms," Journal of Business Research, 
31,107-115. 
Narayana Murthy, N.R. (2006), "Exports Key to raise GDP, disposable incomes," 
Business Line, August 4, p. 19. 
Narver, John and Slater, Stanley (1990), "The Effect of a Market Orientation on 
Business Profitability," Journal of Marketing, 54 (Oct), 20-35. 
Neill, S., McKee, D., Rose, G.M., (2006), "Developing the organisation's sense 
making capability: precursor to an adaptive strategic marketing response," 
Industrial Marketing Management, 36 (6), 731-744. 
194 
Newbert, S.L. (2007), "Empirical research on the resource-based view of the firm: 
an assessment and suggestions for future research," Strategic Management 
Journal, 28,121-146. 
Norton, John A. and Bass, Frank M. (1987), "Diffusion Theory Model of 
Adoption and Substitution for Successive Generations of Technology Intensive 
Products," Management Science, 33 (September), 1069-86. 
Nunally, J.C. (1967), Psychometric Method, New York: McGraw Hill Book 
company. 
Ohmae, Kenichi (1989), "Planting for a global harvest," Harvard Business 
Review, 61(4), \36-\45. 
Pankaj Ghemawat (2001), "Distance Still Matters: The Hard Reality of Global 
Expansion," Harvard Business Review, 79(8), 137-147. 
Parvatha Vardhini C. (2007), "Auto Components Manufacturers-riding out the 
biunpy phase," Business Line, September 30, p. 15. 
Pascale, Richard Tanner and Athos, Anthony G. (1982), The Art of Japanese 
Management, New York: Warner Books, 40-41. 
Peter Drucker (1973), Management: Tasks, Responsibilities, Practices, 
HarperCollins, p.63. 
Porter (1996), "What Is Strategy?" Harvard Business Review, 74 (6), 61-78. 9 
(3), 513-25. 
Porter, Michael E. (1980), Competitive Strategy. New York: The Free Press. 
Prahalad C.K. (2005), "Learning to Lead," Vikalpa, 30(2), 1-9. 
Pritchard, Stephen (2007), "Control of the Supply Chain Turns Critical," 
Financial Times Europe, September 19, p.4. 
195 
Punja, Ranajoy (2007), "How IT is Redefining Productivity," Business Line, July 
2,p.l0. 
Rao, Raghavendra (2008), "From lean manufacturing to lean supply chains," 
Industry 2.0, S (4), 44A5. 
Rajnish Karki (2004), "Corporate Strategy of Indian organizations: The 'Root-
Branch' Framework"Vikalpa, 29(3), 1-13. 
Ramaseshan, B. and Soutar, G.N. (1995), "Combined effects of incentives and 
barriers on rms' export decisions," International Business Review, 5 (1), 53-65. 
Reid, Stan D. (1981), "The Decision-Maker and Export Entry and Expansion," 
Journal of International Business Studies, 12 (2), 101-112. 
Rennie, M. (1993), "Global competitiveness: Bom global," McKinsey Quarterly 
4,45-52. 
Roland Berger (2009), "Global Automotive Supplier Industry facing the biggest 
crisis ever," http://wwvy.rolandberger.com/news/2009-03-03-rbsc-news-
Supplier.html, accessed on March 18, 2009. 
Rosenberg, N. (1976), "On Technological Expectations," Economic Journal, 86, 
523-35. 
Rose, Gregory M and Aviv Shoham. (2002), "Export Performance and Market 
Orientation: Establishing an Empirical Link," Journal of Business Research 55 
(3), 217-25. 
Rosson,P. J. and Ford L. D. (1982), "Manufacturer - overseas distributor relations 
and export performance," Jowrwa/ of International Studies, 13, (fall), 57-72. 
Rowan Gibson (2008), "Strategies with a shelf life," Times of India, April 23, 
p.23. 
196 
Rust, Roland T., Moorman, Christine and Dickson, Peter R. (2002), "Getting 
Return on Quality: Revenue Expansion, Cost Reduction, or Both," Journal of 
Marketing, 66(4), 7(24). 
Sadhu Ramakrishna (2007), "Auto Components Sourcing - Destination India," 
Auto Focus Asia, (2), 80-81. 
Sanchez, Ron and Joseph, Mahoney T. (1996). "Modularity, Flexibility and 
Knowledge Management in Product and Organization Design," Strategic 
Management Journal, 17 (Winter Special Issue), 63-76. 
Saranga, Haritha (2008), "The Indian auto component industry - Estimation of 
operational efficiency and its determinants using DEA," European Journal of 
Operational Research, 196 (2), 1Q1-1\%. 
Saripalle, Madhuri (2008), "The Indian Auto Component Industry: Competing 
through Costs or Capabilities?" IIMB Management review, 20 (4). 
Saunders J. and Wong V. (1985), "In Search of Excellence in the UK," Journal of 
Marketing Management, 1 (2), 119-137. 
Scott, Bruce R. (1989), "Competitiveness: Self-help for a worsening problem," 
Harvard Business Review, 67(4), 115-121. 
Seshasayee, R. (2006), "FTA with China is not a wise option," Autocar 
Professional, 3(1), 53-55. 
Shah, Kevin (2006), "The Right Exports Strategy for Young Technology 
Companies," CII Communique, 15 (10), 18-21. 
Shantanu Dutta, Mark Bergen, Daniel Levy, Mark Ritson and Mark Zbaracki 
(2002), "Pricing as a Strategic Capability," MIT Sloan management Review, 
43(3), 61-66. 
197 
Sheth, J.N (1996), "Organizational buying behavior: Past performance and future 
Exceptions," Journal of Business and Industrial marketing, 11 (34), 7-24. 
Shoham, Aviv (1998), "Export Performance: A Conceptualization and Empirical 
Assessment," Journal of Inter-national Marketing 6 (3), 59-81. 
Simon, H. (1957), Administrative Behavior, New York: McMillan. 
Sinkula, James M. (1994), "Market Information Processing and Organizational 
Learning," Journal of Marketing, 58 (January), 35-45. 
Slater, Stanley and Narver, John (1995), "Market Orientation and the Learning 
Organisations," Journal of Marketing, 59 (July), 63-74. 
Slater and Olson (2001), "Marketing's Contribution to the Implementation of 
Business Strategy: An Empirical Analysis," Strategic Management Journal, 22 
(11), 1055-1068. 
Solberg, Carl Arthur, Stottinger, Barbara and Attiia Yaprak (2006), "A Taxonomy 
of the Pricing Practices of Exporting Firms: Evidence from Austria, Norway, and 
the United States, ''Journal of International Marketing, 14 (1), 23-48. 
Styles, C. and Ambler, T. (1994), "Successful Export Practice: The UK 
Experience". International Marketing Review, 11 (6), 23-47. 
Suh, Taewon and Khan, Omar J. (2004), "The Effect of FDI inflows and ICT 
Infrastructure on Exporting in ASEAN/AFTA Countries: A Comparison with 
Other Regional Blocs in Emerging Markets." International Marketing Review, 
20(5), 554-71. 
Szymanski, D., S. Bharadwaj & P.R. Varadajan (1993), "Standardization versus 
Adaptation of International Marketing Strategy: An Empirical Investigation:," 
Journal of Marketing, 57 (October), 1-17. 
Tarun Khanna; Palepu, Krishna G. and Jayant Sinha (2005), "Strategies that fit 
emerging markets. Harvard Business review, 83(6), 63-76. 
198 
Theodore Levitt (1980), "Marketing success through differentiation -or anything," 
Harvard Business Review, January-February. 
Theodore Levitt (1983 b), "The globalization of markets," Harvard Business 
Review, May-June. 
Theodore Levitt (1983 a), "After the sale is Over," Harvard Business Review, 
September-October. 
Thurstone, L.L. (1959), The Measurement of Values, Chicago: University of 
Chicago Press. 
Vargo, Stephen L. and Lusch, Robert F. (2004), "Evolving to a New Dominant 
Logic for Marketing," Journal of Marketing, 68 (I), 1-17. 
Varadarajan, P. Rajan and Terry Clark (1994), "Delineating the Scope of 
Corporate, Business and Marketing Strategy," Journal of Business Research, 31 
(2-3), 93-105. 
Varadarajan,P. R and S.Jayachandran (1999), "Marketing strategy: an assessment 
of the state of the field and outlook," Journal of the Academy of Marketing 
Science, 27,2. \20-\A3. 
Vendenbosch, Mark and Dawar, Niraj (2002), "Beyond Better Products: 
Capturing Value in Customer Interactions," MIT Sloan Management Review, 
43(4), 35-472. 
Von Bertalanffy, L. (1951), "General system theory: A new approach to unity of 
science," Human Biology, 23 (December), 303-61. 
Walker, Orville C. and Robert W. Ruekert (1987), "Marketing's Role in the 
Implementation of Business Strategies: A Critical Review and Conceptual 
Viomt^Noxk," Journal of Marketing, 51 (July), 15-33. 
Webster F. E. (1978), "Management Science in Industrial Marketing, " Journal of 
Marketing, 42 {]), 21-27. 
199 
Williamson, Nicholas C, Nir Kshetri, Trim Heijwegen and Andreea Fortuna 
Schiopu (2006), "An Exploratory Study of the Functional Forms of Export 
Market Identification Variables," Journal of International Marketing, 14(1), 71-
97. 
Zeithaml, Valarie P, Varadarajan, Rajan and Zeithaml, Carl (1988), "The 
Contingency Approach: Its Foundations and Relevance to Theory Building and 
Research in Marketing," European Journal of Marketing, 22 (7), 37-64. 
Zou, Shaoming and Cavusgil, Tamer S. (2002), "Conceptualization of Global 
Marketing Strategy and its Effect on Firm Performance," Journal of Marketing, 
66(4), pp.40-56. 
Zou, S. and Stan, S. (1998), "The Determinants of Export Performance: A Review 
of the Empirical Literature between 1987 and 1997", International Marketing 
Review, 15 (5), 333-56. 
200 
